


November 1958 











_ on , . 
ee FER Re oP ats a 
hd et 
Fs b 





-_ ; — . 
‘~ ¥ 3 
= : ty 2. Poied|| A » —— , ae i eae 
= ae . i 4 A me ti, - - 
= oa if a > t < . e ¥ : . - 
— . , a - mI { elles sa Peete . #4 tre iia : . ‘ 7 a : ‘ee 


wrt e? 


Mb Maen 






Company Presidents Size Up the Board 
Management Tries Some Straight Talk 
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The all-new “Thermo-Fax” Copying Machine 


brings you new style 
and new performance 


.e.- with copies in less than 4 seconds! 


It’s al] new to give you the quickest, cleanest copies 
ever made. Restyled. Simplified. Improved. And 
still the world’s only all-dry, All-Electric copy 
maker. This new dry process THERMO-FAX 
‘“‘Secretary’’ Copying Machine gives you copies in 
4 seconds or Jess .. . far faster than old-fashioned 
nethods. Cost per copy is as little as 5¢. Compare 
this modern ease, speed and economy with retyp- 
ing or more complicated copy methods. You'll see 
the kind of savings you are looking for. Want the 
facts and an eye-opening demonstration? Call your 
dealer now. Or send coupon for complete story. 





i}, WN LESS THAN 
@ sEconps 


3M Company, Dept. HQ-118, St. Paul 6, Minn. 
Send complete information on the all-new THERMO-FAX “‘Secretary’’ Copying Machine. 


Nome Address_ 








Company City Zone____ State 











**Thermo-Fax’"’ and ‘‘Secretary’’ are Minnesota Miinine AND Whanuracturine COMPANY 
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DUNS REVIEW 
and Modern Industry November 
1S 58 


TOMORROW’S BIG MARKETS 


Across America, vast population changes are reshaping our 
industrial and consumer markets. This two-part feature spot- 
lights the crucial shifts, reports on industry's plans for meeting 
the marketing challenge of the next decade. 


I. On the Way: 193 Million Customers Hersert ROSENTHAL 


II. Industry Gets Set for the °60’s 9 Curistina Kirk . 


Company Presidents Size Up the Board. 


Inside facts on a top-level partnership currently beset by 
critical pressures. KENNETH HENRY 


Management Tries Some Straight Talk. 
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Hteatures Industry’s War on Wear . 


With wear costs mounting in the millions, management decides 
to take a hand. MELVIN MANDELI 


Employees are a lot more willing, nowadays, to face up to 
economic realities. ROBERT NEWCOMB and MARG SAMMONS 


Overseas Operations: Getting the Help You Need 


Here's how to avoid the problems of the “do it yourself” 
approach to foreign marketing. ALEXANDER QO. STANLEY 


White-Collar Pay: Still Headed Up) A crrep G. Lark: 
14 Important Ratios in 24 Wholesale Lines’ Roy A. FouLk: 


Don’t Forget the Farm Market PavuL_ Wooton . 


Departments 


Editorial: Liberty and Responsibility . .. . . 3 Inside Industry . 

The Trend of Business ........... 9 International Markets. 
ee ee ea er ee ee ee Capital Views & Previews . 
Washington Business Front ......... I19 Executive Bookshelf 
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YOU FURNISH THE DRIVERS 


WE SUPPLY THE REST 
FOR 7',‘ PER MILE! 



































BRAND NEW 1959 RAMBLERS 


-.- or other fine 1959 cars 
at comparable low rates 





e@ ALL REPAIRS e ALL MAINTENANCE 
e ALL GAS AND OIL e ALL INSURANCE 
e ALL LICENSES, TAGS, INSPECTIONS 





Unbelievable — but true! Your sales fleet cost can be cut to the 
bone. In addition, you will realize considerable tax savings, 
because all leases are 100% tax deductible. And, for the first 
time, you can accurately budget your salesmen’s transportation 
cost on a fixed figure. 

If your fleet is company-owned, we will purchase the entire fleet 
for cash. This releases huge frozen capital for greater return in 
other areas of your business. 

If your salesmen operate individually owned cars, we will pur- 
chase-lease, and you can avoid the always controversial mileage 
expense account. 


FOR FULL FACTS, USE COUPON BELOW 


Gentlemen , 
1) | would like to know more about your 7'2¢ per mile leasing service. 
2) Maintenance plan—please send me further details. We operate: 
please signify number 

cars make sabe 


ROLLINS LEASING CORPORATION 


Home Office—14th & Union Sts., Wilmington, Delaware 
Telephone Olympia 6-5401—TWX WL287U 


WESTERN REGIONAL OFFICE 
2930 Crenshaw Blvd., Los Angeles, California 
Telephone Republic 4-4121—TWX LA1441U 


company owned salesman-owned '] cents paid per mile 
NAME " _ TITLE 
COMPANY 


ADDRESS 


Please Print 
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Liberty and Responsibility 


LIBERTY IS THE length of the leash from the chosen stake. 
There can be no freedom without discipline, no independence 
for the individual without recognition of the rights of others. 
Freedom is something we earn, cherish, and protect, and it isn’t 
exactly free. Somewhere, someone paid for it in our behalf. 
Except at some cost in personal effort, we cannot expect to 
maintain its value and preserve all the benefits that go with it— 
benefits we sometimes take for granted. 


The liberties that are enjoyed in a democratic community rep- 
resent centuries of striving. Right of assembly, freedom of 
speech and of the press, the secret ballot, trial by jury, and all 
the other safeguards inherent in the Bill of Rights are the accu- 
mulated efforts of men who fought hard and thought hard in 
behalf of the individual. 


In our day there are, broadly, three approaches to the priv- 
ilege of citizenship. The first is gratitude for the gift of freedom 
and all the benefits that the word implies, as well as the ac- 
ceptance of the responsibility that goes with it. This includes 
interest in public affairs, independence and intelligence at the 
ballot box, and personal effort in civic projects. 


The second approach is lassitude—the apathy and mental 
laziness that characterizes a large number of citizens who are 
loyal and law-abiding but indifferent to civic responsibilities. 
These people are quick to grumble about situations they make 
no effort to understand or improve. They are slow to act unless 
their complacency is upset by some major news item. 


The third approach might be described as one of selective 
indignation. As a group, those who display it are intelligent, 
assertive, and occasionally selfish. They are well informed on 
their rights, and they demand a public forum to protest any 
infringement on the liberties of the individual by any legislative 
or judicial investigators. They are not to be condemned for 
their awareness of the dangers of inquisition, but their com- 
bative spirit would be better understood if it revealed an equal 
impulse of affection for the nation that provides opportunities 
as well as protection. 


The courts are rightfully concerned with protecting the in- 
dividual against any law conceived in the clouded atmosphere 
of political and ideological passions. In the effort to protect 
men of good will, we must protect the rights of men of bad will 
with equal fervor. However, there comes a time when justice 
must be served. Testing laws, like testing fences, determines 
their ability to protect, but there is no good reason to let the 
legal bars down for men of selfish or venal impulses. That applies 
to all of us, whether public servants, educators, union members, 
or professional business men. 


Citizenship is a contract which includes mutual obligations, 
and no contract is valid without a candid consideration of duties 
as well as privileges. There comes a time when we have to stand 
up and be counted, not only as individuals cherishing our tradi- 
tions of freedom but as citizens thankful for the blessings we 
enjoy. 


The Editors 
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STATIC PUWER 


Adjustable Speed Packaged Drives 
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No moving parts... 


Cutler-Hammer ULTRAFLEX* DRIVES provide 














outstanding savings in installation—operation—maintenance 


No moving parts! Light, compact static power 
conversion units have replaced the conventional m-g set. 
Ultrafiex Packaged Drives save up to 50% in valuable 
floor area... up to 75% in weight, permitting rapid, low 
cost installation or rearrangement of production ma- 
chinery without special handling equipment or floor load- 
ing preparations. 

No moving parts! Ultrafiex Packaged Drives pro- 
vide a new high standard of operational efficiency and 
ultra-responsive speed control. Works perfectly without 
forced ventilation ...less power wasted as unwanted 
heat. No power robbing friction or windage losses. 

No moving parts! Simple static power conversion 
units require only a fraction of the time and effort needed 
to maintain conventional rotating type drives. With 
Ultrafiex, there are no bearings, commutators, or brushes 
to service. No shafts to align. No couplings to maintain. 
No inertia loads to balance. No fans or filter to clean 
or change. 


Ultraflex Packaged Drives come complete with oper- 
ator’s station, static power conversion unit, and heavy 
duty D-c drive motor. Standard Ultraflex Drives provide 
an 8:1 speed range with wider ranges available upon re- 
quest. Optional features include dynamic braking, jog- 
ging, reversing, tach-generator speed regulation, etc. 

Cutler-Hammer also provides a complete engineering 
service which will custom-design a static powered adjust- 
able speed drive to meet your specific requirements. Get 
all the facts today, write on your company letterhead for 
new bulletins EN64-W270 and EN65-W270. 
Cutler-Hammer Inc., Milwaukee 1, Wisconsin. 


CUTLER-HAMMER| 
CONTROL = 


Cutler-Hommer Inc., Milwaukee, Wi: Airborne Instruments Laboratory. 
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ULTRAFLEX DRIVES Pack More Power 
per Square Foot...More Power per Pound 


| CONVENTIONAL m-g) ion hint i | CON VENTIONAL ag 


DRIVES | 

ee Ae ee Se SQ. FT. ; ss. | LBS. SQ. FT. 
3.89 ~~ 543. | Wall Mounted ‘7 215 pe ae > ee 3.5 
| | ' ‘ 550 3.5 

‘ | Wall M 

3.89 | | a ounted | 215 647 3.5 
5.44 | | Wall Mounted | 983 3.5 
7.0 | Wall Mounted 330 1830 3.5 
| 1990 4.5 
9.5 _ Wall Mounted | 330 | ’ 2120 45 
9.5 | Wall Mounted 330 | | oso 4.5 
| | 2980 11.7 
9.5 6.46 | ' 4070 ! 11.7 
13.8 6.46 | | 4800 11.7 
eS | | 25.2 ) 5700 | 11.7 





























ULTRAFLEX € 1HP to 40 HP ULTRAFLEX # 1 HP to 200 HP 


Electronic Type Adjustable Speed Drives Magnetic Amplifier Type Adjustable Speed Drives 


Ultraflex E is the simplest, most flexible, most dependable Ultrafiex M Packaged Drives set new standards for ultra- 
electronic adjustable speed drive on the market today. efficient, ultra-responsive operation. Fully 15°; more 
Heavy duty power tubes have replaced all ‘‘radio type” efficient than conventional rotating type drives, the static 
components assuring maximum efficiency and mainte- magnetic amplifier power conversion unit avoids all power 
nance-free operation. Standard features of design include losses due to friction, windage and the necessity of trans- 
a closed loop voltage feed back system for accurate volt- ferring power across multiple air gaps as in rotating ma- 
age regulation, current limit control, and static rectifier chinery. Standard Ultraflex M drives are equipped with 
field excitation. Compact design permits wall mounting a closed loop voltage feed back system with IR compen- 
of the control units up to 25 HP. sation for accurate voltage regulation, current limit con- 
trol, and static field excitation. 
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Wm. Herbert Carr, Vice President— Finance, California Packing Corporation 


“Moore forms help us speed Del Monte sales forecasts” 


CONTROL GIVES CALPAK MORE ACCURATE REPORTS SOONER TO MEET FAST MARKET CHANGES 





With thousands of food items in their line, the California 
Packing Corporation (Del Monte) must have up-to-the-min- 
ute sales and inventory facts on each product. A new auto- 
mated system makes possible complete weekly reports based 
on information from over 240 widespread locations. These 
are automatically prepared and printed by IBM machines 
on 4-part Moore continuous forms—Calpak’s control in print. 


This system offers many benefits. Automatic procedures 
cut errors to a minimum. Calpak’s marketing action is 
faster, more effective. Market forecasts are more detailed; 


Build control with 


there is less danger of over or under production during the 
short packing seasons. 


Automated Data Processing (ADP) can solve problems 
for any business, large or small. And it needn’t be costly. 
Whatever your needs, the Moore man can help plan the con- 
trol for you. Look him up in the telephone directory or 
write the nearest Moore office. 

Moore Business Forms, INnc., Niagara Falls, N. Y.; Denton, Texas; 
Emeryville, Calif. Over 300 offices and factories through- 


out U.S., Canada, Mexico, Caribbean, Central America. oe 
| ® 


MOORE BUSINESS FORMS 








A COLLEGE EDUCATION 
DOES NOT MAKE AN EDUCATED MAN 


A message from Mortimer J. Adler, Ph.D. 


Director of the Institute for Philosophical Research 


- *““The greatest mistake anyone can make about liberal edu- 
* cation is to suppose that it can be acquired, once and for 
™ all, in the course of one’s youth and by passing through 


school and college. 


“This is what schoolboys do not know and, perhaps, cannot be expected to 
understand while they are still in school. They can be pardoned the illusion 
that, as they approach the moment of graduation, they are finishing 

their education. But no intelligent adult is subject to this illusion for long, 


once his formal schooling is completed. 


‘“‘He soon learns how little he knows and knows how much he has to 
learn. He soon comes to understand that if his education were finished with 
school, he, too, would be finished, so far as mental growth or maturity 
of understanding and judgment are concerned. 
*“‘With the years he realizes how very slowly any human being 


grows in wisdom. With this realization he recognizes that the reason why 
schooling cannot make young people wise is also the reason why it cannot 
complete their education. The fullness of time is required for both.” 








ESSENTIAL IN THE 
LIBRARY OF EVERY THINKING PERSON 


GREAT BOOKS 


OF THE WESTERN WORLD 


Now available direct from the publisher 
with great new 
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SYNTOPICON 


fascinating “‘idea-interpreter”’ 


fe publication of this Private 
Library Edition of the GREAT 
BOOKS is regarded as an outstanding 
event in the fields of literature, phi- 
losophy and science. It is not just a 
reprint of books already in your h- 
brary. The 54 volumes which com- 
prise the GREAT BOOKS were pub- 
lished after 8 years of research by 75 
scholars at a cost of over two million 
dollars. Many of the books have 
been especially translated into Eng- 
lish. Many of them are out of print 
and unobtainable through normal 
channels. Together they include all 
the accumulated wisdom of 3,000 
years of civilization. 

The list of authors is impressive— 
Homer, Plato, Dante, Shakespeare, 
St. Augustine, Milton, Machiavelli, 
Faraday, Kepler and St. Thomas 
Aquinas—to name just a few of the 
74 authors and scholars whose works 
are represented in this special edition 
of the GREAT BOOKS. The area of 
thought is limitless. Every great idea 
that has shaped the lives of thinking 
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men is explored—astronomy, ethics, 
philosophy, war, peace, religion, 
death, love, mathematics, medicine, 
science, theology—102 ideas that 
have occupied great minds since man 
could think. 


But the magnitude of the GREAT BOOKS is not in 
its authors and subject matter alone. Pub- 
lished with them is a great new SYNTOPICON 
designed to make your reading more mean- 
ingful. The SYNTOPICON is 
quite literally a great teacher 
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‘atraerwer 


- 
MAIL THIS COUPON TODAY FOR FREE BOOKLET 


Published by 
the Encyclopaedia 
Britannica 
in collaboration with 
the University of Chicago 
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PRIVATE LIBRARY 
EDITION 


rich your mind with this Private Li- 
brary Edition of the GREAT BOOKS. 
Send now for the free booklet which 
describes this handsome edition in 
detail. Look it over. . . think it over. 
But don’t wait to mail in the coupon 
below.'The supply of these booklets is 
necessarily limited. Avoid the chance 
of disappointment by mailing your 
coupon now! 





Oh int i | 
iving in your home... al- 
ways at your disposal to | 
guide your reading . . . in- 
terpret the great ideas... | 
make clear to you the most 
abstract thought. With the 
SYNTOPICON you will find new 
excitement in new ideas... | 
new absorbing interests... | 
new understanding of your- | 
self and other people. | 
| 
| 

Bow 


We urge you not to miss 
this opportunity to en- 


GREAT BOOKS OF THE WESTERN WORLD, 
DEPT. 34-C 
425N Michigan Avenve, Chicago 11, Illinois 


Please 
y 
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A new problem 





facing steel users today 


The danger of losing money by relaxing inventory controls 


When the slump set in last year, big inventories 
were one of the toughest problems for most 
companies. 

Now, as the economy swings back, these 
problems may seem to have disappeared. 
Actually, the problems of inventory cost and 
risk are always with us—just as much a threat 
to profit in good times as in bad. 

But with the urgency of strict economies re- 
duced, there is a very real danger that many 
companies will be caught off guard—a danger 
that recession-born practices will be abandoned 
as temporary emergency measures without 
careful enough analysis of their profit potential. 

For example, companies that modified their 


steel inventory policies to avoid long-term com- . 


mitments found that many costs were reduced 
and their needs better served. By taking ad- 
vantage of the stocks offered by steel-service 
centers, these companies were able to release 
working capital for more productive purposes, 
free valuable storage space, reduce handling 
costs and lowerscrap losses, insurance, taxes, etc. 


Proof in dollars and cents 
Those who carefully weighed all the advantages 
found reason for a permanent modification of 
their previous buying practices. They proved 
to themselves that they could and should rely 





much more heavily on steel-service centers be- 
cause it makes sense in dollars and cents. 

This conclusion is especially sound when you 
consider the unusually broad scope of Ryerson 
stocks and the speed and dependability of 
Ryerson services. Any kind, shape and size of 
steel can be shipped to you from Ryerson in a 
matter of hours. And your steel can be furnished 
in ready-to-use form, saving time and initial- 
cutting cost. You gain complete flexibility to 
meet quick shifts in production schedules. And 
you have the added assurance of getting steel 
of uniform, high quality—the unequalled de- 
pendability of Ryerson certified quality. 

Your Ryerson representative is well qualified 
to review the facts and help you get the maxi- 
mum value for your steel buying dollars. Ask 
him to analyze your requirements with you the 
next time he calls. 





What it costs to carry inventory 


IRON AGE magazine says: “‘A survey of eight 
plants shows that, for every $100 worth of ma- 
terials bought, the average yearly inventorying 
cost is $19.37.”’ 

Other authorities say the real cost of steel placed 
in inventory for extended future use may be as 
high as 40% more than the invoice price. 











RYERSON STEEL 


Member of the D> Stee Family 


Principal Products: Carbon, alloy and stainless steel —bars, structurals, plates, sheets, tubing—aluminum, industrial plastics, metalworking machinery, etc. 
JOSEPH T. RYERSON & SON, INC. PLANTS AT: NEW YORK * BOSTON # WALLINGFORD, CONN. ¢ PHILADELPHIA « CHARLOTTE *¢ CINCINNATI ¢ CLEVELAND 
DETROIT ¢ PITTSBURGH ¢ BUFFALO « INDIANAPOLIS « CHICAGO e MILWAUKEE ¢ ST. LOUIS « LOS ANGELES « SAN FRANCISCO ¢ SPOKANE e SEATTLE 
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.. An action report on the U.S. economy 
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The Economy: Onward and Upward 


THE PACE of business recovery has 
shown no sign of slackening so far in 
the fourth quarter, and the prospects are 
bright for the first part of 1959. The 
rate of increase in. over-all business ac- 
tivity will slow down as pre-recession 
peaks are approached, but the recovery 
will extend through the first quarter of 
next year. 

The upward movement of the econ- 
omy will be sustained by increased ex- 
penditures by consumers, business, and 
Federal and local governments. Retail 
volume will reach record this 
quarter. Despite the usual seasonal post- 
Christmas decline, sales in the early 
part of next year will match or slightly 
exceed year-earlier levels. Of course, the 
extent of the year-to-year gains will be 
affected by consumer response to the 
1959 automobiles. 

Business men will cautiously begin to 
re-accumulate inventories early in 1959, 
and outlays for new plants and equip- 
ment will begin to edge up. Although 
the larger-than-expected Government 
deficit will prompt many economy meas- 
ures, expenditures by the Federal Gov- 
ernment will move up along with those 
at State and local levels. 

To keep up with this increase in con- 
sumption, business will boost its physical 
output. Although the current rise in in- 


levels 
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dustrial production will lose some mo- 
mentum during the latter part of the 
fourth quarter, it will pick up again in 
the first three months of next year, to 
match the pre-recession peaks. The rate 
of increase in industrial output will out- 
pace that of employment, and unem- 
ployment will continue to be substan- 
tially greater through the first quarter 
of next year than it was before the busi- 
ness downturn began. Despite a sus- 
tained high rate of unemployment, per- 
sonal income will remain at record lev- 
els. 

Record high output 

As a result of this increased activity, 
the total output of goods and services 
(gross national product) will hit an all- 
time high in the fourth quarter of this 
year and move up again in the first and 
second quarters of 1959. 

A good part of the improvement in 
over-all industrial output will be due to 
increased production schedules at auto 
plants. There will be a steady rise in 
passenger car output for the rest of the 
year from the twelve-year low of Sep- 
tember, when the model changeover 
process was under way and labor trou- 
bles and low sales plagued the industry. 
Encouraged by the good response to 
model introductions in early October, 


industry officials predicted that sales of 
new passenger cars in the fourth quarter 
would match those of the last quarter of 
1957. Auto output for all of 1959 is ex- 
pected to reach about 5.5 million units, 
compared with the 4.6 million 
mated for 1958. 

In preparation for the rise in output, 
automobile producers placed more or- 
ders for steel, and this trend will con- 
tinue to rise through November and 
then level off until after the New Year. 
More moderate increases in new orders 
from makers of appliances, farm imple- 
ments, and freight cars will encourage 
steel mills to increase output to about 
75 per cent of rated capacity by the 
end of November. The rate will then 
slip slightly for the rest of the year, 
under the usual seasonal influence. Steel 
output will again pick up during the 
first quarter and gain steadily through 
the first half. Early industry projections 
of 1959 steel production range from 20 
to 30 per cent higher than this year’s 
expected 85 million tons. This predic- 
tion does not take into account any 
major strike or labor difficulties. 

Paperboard production, considered by 
many a good economic barometer, 
through the latter half of the Summer 
and early Fall was consistently higher 
than a year earlier and came close to 
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Why 1,264 
companies paid 
$18 for 178 pages 
and a 
marketing map 


| Over 10¢€ a page— 


that’s how much 
America’s market- 
ing, sales and invest- 
ment experts are 
gladly paying to own 
THECANADIAN MAR- 
KETS. For here at last 
' iS an authoritative 
up-to-date guide to 
the world’s fastest 
growing market— 
the only book that 
shows you ata glance 
where the money is 
and where it’s going 
to be five, ten, even 
twenty years from 
now . and helps 
you size up your op- 
portunities province 
by province ! 












“An invaluable 
help to firms interested 
in the Canadian markets.”’ 
—H. J. Henderson 
President 
Kraft Foods Limited 


“Fills superbly a deeply 
felt need for bringing 
together under one cover 
essential facts and figures 
for the marketing man.” 
— MARKETING 


Worth its weight in sales! 

If just one fact in this concise, comprehensive 
analysis helps you reach a sound decision, your 
modest investment may be repaid thousands of 
times over. The Future of Canada section alone 
can mean substantial profits! So practical—it 
comes with a wall-size (24" x 36°) 4-color 
marketing map in English and French! 


Examine it 10 days free! 
See for yourself why experts say it’s indispen- 
sable to marketing success in Canada. Examine 
it for 10 days free. Send no money unless you're 
convinced it’s an investment. If not, return the 
book, without obligation. Only 736 copies left 
for general sale. Mail the coupon today! 





English-French 


MARKETING MAP FREE 
|Publisher’s price: $2.00] 

Big 36" x 24", bilingual 4-color 
marketing map is yours to keep— 
even if you decide to return book 
after 10-day free examination. 
Mail Coupon 
Today! 
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r— Save Delivery Cost. Enclose $18 with 
coupon and Publisher will pay delivery 
“Wopene (Same return privilege, of course.) 


{ J. WALTER THOMPSON COMPANY 

| Dept. DR-11, 420 Lexington Ave., N. Y. 17 

J Please send me THE CANADIAN Markets for 

{ 10 days on approval. If not satisfied, I will 
return book without obligation. Otherwise, | 

| will send $18 plus delivery cost. In any case, 

| the $2 marketing map is mine to keep. 

| NAME 

| COMPANY 

| CITY 

| state 
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—" . BUILDING PERMIT 
VALUES 
200 — _ 
MILLIONS OF DOLLARS 
100 
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Source: Dun & Bradstreet, Inc. 


TOTAL DOLLAR VALUE of building permits for 217 cities has exceeded year-earlier levels 


each month since November 1957. The all-time high was reached in July of this year. 


record levels in late September. Output 
will move down a bit in late November, 
when the rush for materials to package 
Christmas goods slackens. A high rate 
of activity in the construction and fur- 
niture industries will sustain the year- 
to-year gains in lumber production that 
have prevailed since late Summer. 


Manufacturers’ orders rising 


Although a dip in the placement of 
defense contracts with aircraft compa- 
nies lowered slightly the level of manu- 
facturers’ orders in late Summer, such 
commitments will begin to edge up later 
in the fourth quarter. Obviously, the 
level of manufacturers’ orders will be 
a prime influence in the movement of 
industrial production. This, along with 
continued increases in most other man- 
ufacturing industries, will result in a 
gradual rise in new orders well into 
1959. Year-earlier levels will be matched 
some time after the New Year. 

Some of the most optimistic business 
news was found in recent reports on 
new orders for durable goods. The dol- 
lar value at the manufacturing level 
moved up in early Fall and will con- 
tinue to do so for the rest of the year. 
The rate of inventory reduction in this 
sector will slow up a little more as the 
sales-stock ratio (amount of goods on 
hand in relation to current sales) ap- 
proaches year-earlier levels. This will 
also be the case at the wholesale and 
retail levels. Many business men see the 
gradual resumption of replacement buy- 
ing as a source of strength in the com- 
ing months. 

Despite the substantial pickup in in- 
dustrial output in the past months, the 
rate of unemployment has remained 
high. Although the number of jobless 
fell more than seasonally in early Fall, 
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it remained well above the level pre- 
vailing at the start of the recession. It is 
unlikely that unemployment will recede 
to this level until some time in the sec- 
ond half of next year. 

Although the decline in unemploy- 
ment will be sluggish, employment, 
earnings, and personal income will re- 
main high. This will induce consumers 
to spend more, but lingering memories 
of the recession will restrain them 
enough to head off anything like a 
boom. The current high level of per- 
sonal savings will hold through the first 
quarter of 1959. 

Some of the increase in consumer 
spending will be reflected in reports on 
consumer credit. The rise in the exten- 
sion of installment credit resumed in 
July will continue well into next year. 
Much of the gradual rise will be due 
to increased installment buying of auto- 
mobiles. 


Inflationary trend 


Shoppers will also become more price- 
conscious as the recovery continues and 
prices start moving up. Higher con- 
sumption and a slow but steady rise in 
wages will result in a renewal of “‘creep- 
ing inflation” before the end of the year. 
When the rise in consumer prices be- 
gins to appear, the Federal Reserve may 
take further action to tighten credit. 

Retailers have been cheered in recent 
months by the recovery in sales of 
household goods. The decline of con- 
sumer interest in major appliances and 
other durables was one of the principal 
causes of the recession. 

The buying of appliances moved up 
noticeably in the past few weeks, and 
year-to-year declines narrowed. This 
was especially true in television sets, 
hi-fi sets, lighting fixtures, and auto- 
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LISTEN 


PACTUAL SIZE 


What better way to demonstrate the pace-setting new Gray Key-Noter? Observe: 
It's smaller, lighter, smarter —and so much easier to use than any other standard 
dictating machine. Just press one key and talk. Not just a tape recorder, but a 
full-fledged, full fidelity, fully transistorized dictating machine. It's the last word 
in a desk-and-travel instrument. See it. Compare it. Consider that it costs up to 
$125 less than the other three leading makes. # “The Next 13 Seconds...” is a 
new eye-opening 16-page booklet you should have —and ponder. It’s packed with 
help —and proof about today’s most advanced dictating instrument. Take the next 
13 seconds to fill out the coupon. You'll bless the day you did. 


GRAY Manufacturing Company, Hartford 1, Conn. 

Please send me a copy of new booklet, ‘‘THE NEXT 13 SECONDS...” 
incorporating unique demonstration-in-print of your new Key-Noter 
GRAY AUDOGRAPH. 
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SPECTOR <= MID-STATES 





TRUCKLOAD SHIPMENTS ARE A BREEZE! Most any carrier serving the two points involved 
can handle ’em. Moving that sma// shipment—that important fill-in order .. . that “hot”? replacement 
part...that urgent shipment of plasma—to where it’s needed rapidly, consistently—that’s truly a 
tractor of another color! 


Handling your small shipments between more than 20,000 cities takes real experience... efficient 
terminal facilities ... an on-call, well maintained fleet. Whether it’s a 50 or 5,000 pounder, each and 
every one of your small shipments involves scores of vehicles... hundreds of manhours.. . and 
literally thousands of paperwork detail. How do we make a profit handling small shipments? We 
often wonder. 


The answer, of course, is found in a single word—Balance. So long as we can keep our 2,000 trailers 
moving at full capacity between our terminals—so long are we able to have those trailers at your door- 
step when you want them. 


If that next small shipment of yours is going our way, remember—we’ve got the authority, the men, 
the machines and the downright need to take it there for you! May we? 


we're ready, willing and eager to give you 


BALANCED 
PACKAGE 


you need to compete in today’s market 


TERMINALS IN: Albany Baltimore -Washington Boston Bridgeport Buffalo Chicago Cleveland Decatur 
Eau Claire Indianapolis KansasCity Milwaukee New Britain NewYork Newark Peoria Philadelphia Providence 
Rochester Rockford St. Louis St. Paul-Minneapolis South Bend Springfield (Mass.) Topeka Wichita Worcester 








s SPECTOR FREIGHT SYSTEM, INC. Genera! Offices: 3100 South Wolcott Avenue, Chicago 8 





...when you need the 
“tonic” of extra cash 
to carry. out your plans 


Don’t let a shortage of cash retard your progress and profit. 
Use $25,000 to millions more... for as long as you need it, 
without periodic negotiation for renewals. Manufacturers 
and wholesalers are turning to COMMERCIAL CREDIT for over 
a billion dollars a year to supplement cash working capital. 
Why? Because usually they get more cash than other sources 
will provide . . . and get it fast, normally 3 to 5 days after 
first contact. The cost? Minimized . . . because our charge is 
only on the amount actually used as the need varies. 
Whether you require cash for current operations or to 
implement long-range plans, ask the nearest COMMERCIAL 
CREDIT CORPORATION Office listed below to tell you about 
‘“‘the service offered in Dun’s Review & Modern Industry.”’ 
300 St. Paul Place, Baltimore 2 e 222 W. Adams Street, 
Chicago 6 e 7228S. Spring Street, Los Angeles 14 e 50 W. 44th 
Street, New York 36 e 112 Pine Street, San Francisco 6 


Consult 
Commercial Credit 


COMMERCIAL CREDIT COMPANY subsidiaries, during each of the last 
several years, advanced over one billion dollars to manufacturers and 
wholesalers to supplement cash working capital. During these years, total 
volume of finance subsidiaries amounted to over three billion dollars. 


CAPITAL and SURPLUS OVER $200,000,000. 





matic laundry equipment. Observers ex- 
pect this trend to continue and bring 
fourth-quarter volume up to levels of 
the year before. Furniture purchases 
will keep on climbing, and the dollar 
sales for the last three months of this 
year will slightly exceed those of the 
similar 1957 period. 

Year-to-year gains in food purchases 
were sustained in recent weeks and will 
persist for the rest of*the year. 


Biggest Christmas ever? 


Consumer purchases of apparel have 
held up well in early Fall, and inter- 
est in men’s, women’s and children’s 
Fall and Winter merchandise exceeded 
expectations. This, along with the re- 
cent gains in durable goods, has led 
many retailers to believe that Christ- 
mas 1958 will be the best on record, 
helping over-all volume for the year to 
match or even slightly exceed 1957. 

With the more-than-expected increase 
in trade, many apparel stores found 
themselves with limited stocks. This 
gave a boost to activity at apparel and 
textile wholesale centers. Late reports 
show that textile mills stepped up their 
Output of piece goods and cotton gray 
goods as orders improved. Textile mer- 
chants viewed the auto settlements as a 
good sign that bookings in industrial 
fabrics would soon rise. 

Although the rate of new housing 
starts will remain at current high levels 
for the rest of the year, it will ease a 
bit some time during the first three 
months of 1959. This will be the result 
of slightly higher building costs and 
higher interest rates On mortgages. Fol- 
lowing a brief period of greater avail- 
ability during the Summer, funds for 
Veterans Administration loans have 
grown tighter in the last several weeks. 
Another factor that will discourage 
some home buying is the late Summer 
hike in discounts on mortgages insured 
by the Federal Housing Administration. 
This will not really be felt, however, 
until next year. The nation’s home build- 


—Weekly Business Signposts 


Latest Previous 
week week 


Steel ingot production... 202 200 
Ten thousand tons (a) 
Electric power output... 121 121 
Ten million KW hours (b) 
Bituminous coal mined... 85 84 
Hundred thousand tons (c) 
Automobile production. . 59 47 
Thousand cars and trucks (d) 
Department store sales. . 147 145 
Index 1947-1949 = 100 (e) 
Bank clearings, 26 cities. 20.0 
Hundred million dollars (f) 
Business failures 271 
Number of failures (f) 
SOURCES: (a) Amer. Iron & Steel Inst.; (b) Edison 
Electric Inst.: (c) U.S. Bureau of Mines; (d) Automotive 
News; (e) U.S. Bureau of Labor Statistics; (f) DUN & 
BRADSTREET. INC. Steel data for the fourth week of 
October: automobiles for the third week; all others 
for the second week. 
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ers will produce 10 per cent more 
houses in 1958 than they did last year. 

The easing of home building will be 
partly offset by a continued rise in pub- 
lic construction, especially in highway 
building. Expenditures for military and 
public residential construction will also 
increase significantly in the first months 
of next year. 

The dollar.value of private construc- 
tion in the first quarter of 1959 will 
be affected somewhat by the easing in 
home building. Although contracts for 
industrial construction will start to move 
up, the rise will be very gradual and its 
effect on the over-all level of private 
contracts will be small. Outlays for 
commercial building will remain high. 


Farm picture cloudy 


Although net farm income for all of 
1958 will exceed that of last year by 
about 20 per cent, the prospects for 
1959 are not so bright. Continued high 
production and climbing farm costs will 
somewhat lower prices received by 
farmers. 

This slight downturn in farm income 
will have little effect on farm equipment 
sales. Officials predict that the level for 
1958 will be well ahead of 1957, and 
further gains will occur next year. It 
was also estimated that farm land values 
are now at record levels, and further 
advances are expected next year, but 
at a slower pace than during the past 
twelve months. 

Stock prices, perhaps under the in- 
fluence of sharp advances in recent 
months, took a dive in mid-October. 
Some observers thought the uncertainty 
of the market was only a temporary 
situation as traders waited for general 
business activity to move up further and 
catch up with the market. 

Bank profits for the first nine months 
of this year edged up to a record level, 
exceeding those of the similar 1957 
period by about 5 to 10 per cent. This 
was due to increased interest earned on 
securities. Although the tendency in loan 
volume was downward, income from 
that source was steady. 

Welcome news to business men in re- 
cent weeks was the rise in freight car- 
loadings, one of the most sensitive of 
economic indicators. Although still far 
below a year ago, carloadings in early 
October reached the highest levels for 
1958. The week-to-week increases were 
better than expected, although the usual 
yearly peaks are reached at harvest time. 
The recent bulge was due also to heavy 
deliveries of goods in anticipation of 
Christmas trade. 





This report was prepared in the 
Business Economics Department, 
DUN & BRADSTREET, INC., by 
John W. Riday. 
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Oo min. from 
Manhattan! 


@ At vehicular tunnel entrances in 
Jersey City! Also at Trenton on 
main highways of the rich Dela- 
ware River Valley! 


® Ideal for spot stocks and “branch 
office” service...ideal for East 
Coast and world distribution. 


® Private sidings on Penn RR and 
Erie RR...near all ship and air 
terminals ... served by all long dis- 
tance trucking companies... spe- 
cial fleet service from 200 trucks. 


® Modern personalized, specialized 
services. Mechanized equipment, 
safety controls. Follow-through on 
all deliveries. 30 years’ leadership! 


® Perpetual inventory... collateral 
receipts ...teletype service. Effi- 
cient accounting...profitable 
handling. 


® Write today for brochure! 


in the world’s richest markets 
it pays to connect with 





140 Bay St. Jersey City 2, N. J. 
Whitehead Road, Trenton 9, N. J. 








: a .. Latest trends in business casualties 


Casualty Drop Continues 


CONTINUING DOWN for the fifth 
month, business failures in September fell 
to 1,039, the smallest total in any month 
since 1956. The 8 per cent decline from 
August, considerably sharper than the 
usual seasonal drop, pushed casualties 3 
per cent below their level for September 
last year. Concerns were failing at an an- 
nual rate of 53 per 10,000 listed in the 
DUN & BRADSTREET Reference Book. This 
rate, the lowest since January, dipped be- 
low the 59 per 10,000 in September 1957. 

Dollar liabilities, as well as the number 
of casualties, declined during the month. 
At $48 million, however, they remained 6 
per cent above last year’s volume as a 
result of continuing increases in failures 
of large size. 

Mortality lightened between August 
and September in all functions except 
construction where subcontractor failures 
bolstered the totals. The month-to-month 
decline in manufacturing centered in the 
lumber, textiles, and food industries, while 
the wholesaling downturn occurred in the 
food trade. 


FAILURES BY DIVISION OF INDUSTRY 


Cumulative Liabilities 
total in million $ 
(January—September) 
1958 1957 1958 1957 


MINING, MANUFACTURING... 2090 1776 195.6 152.2 
Mining—coal, oil, misc.... 65 46 7.6 
Food and kindred products 154 143 10.0 
Textile products, apparel... 400 364 22.5 
Lumber, lumber products... 397 368 19.1 
Paper, printing, publishing. 138 103 7.7 
Chemicals, allied products. SO 48 4.4 
Leather, leather products. . 80 50 6.1 
Stone, clay, glass products. a4 1.9 
Iron, steel, products...... : 80 24.9 
Machinery § 6182 18.3 
Transportation equipment. §2 5.9 
Miscellaneous... . oe 296 23.9 


a 
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WHOLESALE TRADE pie 927 S9. 58.8 
Food and farm products... 257 216 3 14.0 
Apparel. 33 y 2.3 
Drygoods.... ee 22 O.8 
Lumber, bidg. mats.., hdwre. : t 3 6.68 
Chemicals and drugs... 368 7 1.38 
Motor vehicles, equipment. SSR 4 2.88 
Miscellaneous. . ise 31.1 


RETAIL TRADE nesene on wae 8.2 141.0 
Food and liquor. 4" 839 20. 16.7 
General merchandise 223 221 7 9.1 
Apparel and accessories... 893 
Furniture, furnishings..... 8: 784 
Lumber, bldg. mats.,hdwre. 396 366 
Automotive group... 821 643 
Eating, drinking places.... 1084 951 
Drugstores ere oe 
Miscellaneous... . 545 463 


CONSTRUCTION... . 1634 1561 
General! bldg. contractors.. 654 600 
Building subcontractors. 890 870 
Other contractors 90 9] 

COMMERCIAL SERVICE...... 893 822 


ToTraL Unitep States...... 11490 10364 567.2 
Liabilities are rounded to the nearest million; 

do not necessarily add up to totals. 

R Revised 


Retail and service casualties fell below 
their 1957 levels. Considerably fewer ap- 
parel and automotive retailers succumbed, 
outweighing increases in most trades. 
Wholesaling and construction mortality 
held about even with last year. Among 
contractors, a rise In subcontracting casu- 
alties balanced the decrease in the general 
building group. The total number of 
manufacturers failing edged above a year 
ago, lifted primarily by more severe tolls 
in the machinery and metals lines. But the 
food and lumber industries improved. 

Geographically, trends from August 
were mixed, but six of the nine major 
regions reported failures down from Sep- 
tember last year. Less than half as many 
businesses succumbed in Oregon, Wash- 
ington, and Mississippi. In contrast, there 
was heavier mortality in the Middle At- 
lantic, West South Central, and Mountain 
States—particularly in New Jersey, Louisi- 
ana, Texas, Montana, and Utah. Large 
cities had more casualties than last year, 
whereas non-metropolitan totals dimin- 
ished by 7 per cent. 


THE FAILURE RECORD 


Sept. % 
1957 Cc hg. | t 


Sept. Aug. 
1958 1958 

DwUN’S FatLure INDEXx* 
Unadjusted — 46.5 438.6 50.5 — 8 
Adjusted, seasonally 53.4 54.0 58.7 — 9 


NUMBER OF FAILURES. 1039 1127 1071 


NUMBER BY SiZeE OF Dest 


Under $5,000..... 
$5 ,000—$25,000.... 
$25,000—$100,000.. 
Over $100,000 


NUMBER BY INDUSTRY GROUPS 


Manufacturing... 187 206 
Wholesale trade... 96 108 
Retail trade 506 549 
Construction...... 163 i158 
Commercial service 87 106 


LIABILITIES (in thousands) 


CURRENT. $48,103 $50,765 $45.420 


aa a 49.565 53,521 45,463 


*Apparent annual failures per 10,000 enterprises 
listed in the DUN & BRADSTREET Reference Book. 

tPercentage change, September 1958 from September 
1957. 


In this record, a ‘‘failure’’ occurs when a concern is 
involved in a court proceeding or tn a voluntary action 
likely to end in a loss to creditors. **“Current liabilities” 
here include obligations held by banks, officers, affill- 
ated and supply companies, or the governments; they 


do not include long-term publicly held obligations. 





This report was prepared in the 
Business Economics Department, 
by Rowena Wyant. 
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First copymaker ever to 
use new speed principle. 
So new, so revolutionary 
it was featured in 

Design News. 


American Photocopy Equipment Co. 
2100 W. Dempster Street 
Evanston, Hl. | 
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The new Apeco Uni-Matic Auto-Stat is the culmination of 
years of research. It is an entirely new copymaker that makes 
copies in less than half the time of any other all-purpose copy- 
ing machine. It is so simple to operate- anyone is an expert 
the first time he uses it. The Apeco Uni-Matic Auto-Stat copies 
any original—any color—on opaque or transparent paper 
printed on one or both sides. It offers hundreds of time and 
money-saving uses for every business at a price within the 
budget of the smallest firm. 


SEND FOR NEW FREE BOOK 


No matter what copying method you now use, 
you will be interested in knowing how the excit- 
ing new Apeco Uni-Matic Auto-Stat can save 
you time and money. Fill in this postage paid 
reply card. You wil! be sent, without obligation, 
a new free book explaining the Apeco Uni- 
Matic Auto-Stat in detail. 


American Photocopy Equipment Co. 
2100 W. Dempster St., Evanston, Ill. 


Company Type of Bus. 
Address 


City 





Zone___ State 


individual Title 


in Canada: APECO OF CANADA, LTD., 134 Park Lawn Rd... Toronto 14, Ont. 
in Mexico: APECO DE MEXICO, S.A.., Ignacio Esteva, 7, Tacubaya 18, Mexico, D. F. 
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Apeco Uni-Matic Auto-Stat produces copies 
that look exactly like the original. Whites are 
copied white—blacks are copied black—and 
middle tones in grays of matching intensity. 
It makes clear sharp copies of anything— 
copies that will last indefinitely—copies that 
you will be proud to send out as representa- 
tive of your firm. Find out about this sensa- 
tional new machine today. 
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WASHINGTON, D.C.—American in- 
vestors may get a chance to buy some 
novel United States Government secu- 
rities before much more time has 
passed. Secretary of the Treasury Rob- 
ert B. Anderson has a _ back-breaking 
financing job on his hands, and he is 
looking for fresh ways to raise the 
money he must have. 

Mr. Anderson isn't likely to come up 
with any dramatically new borrowing 
ideas, but there will be some _ fresh 
wrinkles. He has appealed to individual 
experts for help and has asked for rec- 
ommendations from the Treasury's reg- 
ular advisory committees of investment 
bankers, commercial bankers, 
bankers, and insurance company execu- 
tives. No deadline has been fixed, but 
Mr. Anderson would welcome a work- 
able suggestion or two before the Treas- 
ury sets about the task of borrowing 
some $3 billion of new and re- 
funding $12.2 billion of maturing se- 
curities later this month. 


Savings 


cash 


Work to do 


It's hard to take in the full dimen- 
sions of Mr. Anderson’s problem. Peo- 
ple are impressed when a corporation 
borrows $100 million in a public offer- 
ing—but look at what Mr. Anderson 
must do during the twelve months end- 
ing June 30: 

@® He must refund almost $2 billion of 
three-month bills each week: 

@® He must refinance more than 
billion of other maturing securities; 
@® He must borrow better than $8 bil- 
lion of new cash to meet the Govern- 
ment’s deficit financing requirements. 

Its a particularly thorny task this 
year, for the Administration ts faced 
with a $12.2 billion budget deficit at 
a time when business activity 1s rising 
and the trend in Federal Reserve Sys- 
tem credit policy is toward tighter mon- 
ey. This means that Mr. Anderson pre- 
fers to obtain the needed cash in a non- 
inflationary fashion—which is another 
way of saying that he wants to raise as 


$49 


much of it as possible from savings ra- 
ther than from the banking system. 
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JOSEPH R. SLEVIN 


Perhaps the Treasury Secretary's 
greatest difficulty stems from the reluc- 
tance of people to buy fixed interest 
obligations, such as Treasury notes and 
bonds, because they fear that inflation 
will cut the value of the dollar and thus 
erode their investments. It’s generally 
agreed that Mr. Anderson's best hope 
of quieting the fears of investors is to 
convince the country that a continuing, 
sharp inflation is not in the cards. There 
are no magic solutions, however. About 
the only way to convince people that 
prices will be stable 1s to achieve price 
stability for a period of some months. 
There is nothing so unanswerable as an 
accomplished fact. 


Sidestepping inflation 

Some people would have the Admin- 
istration accept the inevitability of 
creeping inflation and issue purchasing- 
power bonds. Specific plans differ, but 
all these schemes have the single objec- 
tive of assuring the bond buyer that he 
will recover his investment, 
plus interest for the use of his money, 
plus additional compensation to reim- 
burse him for any loss in the buying 
power of his money while it 
loan to the Government. 

The Administration ts not prepared 
to acknowledge that it can't halt infla- 
tion, and it is unwilling to issue securt- 
ties that would suggest that it believes 
that the buying power of the dollar ts 
going to continue to decline. 

Lottery bonds are another razzle- 
dazzle device that are doomed to get 
the cold shoulder from the Admiunistra- 
tion. A number of foreign countries use 
lottery bonds, but the Administration 
considers them a morally and political- 
ly unacceptable gambling device. Fur- 
thermore, they attract savings from the 
lower income groups, who can 
afford to buy lottery securities. 
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Other proposals 


A large number of other and more 
conventional proposals are being urged 
upon Mr. Anderson. These include ad- 
vance refunding of a substantial block 








of the securities that are scheduled to 
come due in the immediately 
ahead, adding a four-month or a SIx- 
month bill cycle to the present offering 
of three-month bills, enlarging the size 
of the weekly three-month bill offer- 
ings, and issuing intermediate and long- 
term bonds at regular interva 
every six months), with an assortment 
of maturity dates being made available 
to investors each time. 


years 
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The delicate question of taxes 


Mr. Anderson means business when 
he talks sternly of the need to prevent 
inflation. When he told the Senate Fi- 
nance Committee last August that the 
Administration would 
ing taxes if that became necessary to 
halt inflation, he wasn’t just putting 
forward an possibility. He 
had figured in advance that the ques- 
tion asked, and he had his 
answer ready. 

It isnt that the one-time 


consider boost- 


academ Ic 
would be 


Texas Dem- 
ocrat would increase 
lightly. Far trom it. He considers the 
present levies too steep and thinks they 
should be reduced. But he won't shrink 
from urging the President to support a 
tax boost if he becomes convinced that 


propose a Tax 


higher rates are needed to balance the 
budget and halt inflation. 


Tougher sledding for labor 


The short but sharp 1958 recession 
has weakened the big industrial unions 
and has markedly 
the concessions that they can win from 
management in 
negotiations. This is the conclusion of 
Government economists who have been 


reduced the size ol 


collective bargaining 


keeping close tabs on contract settle- 
ments and job trends in the mass pro- 
duction industries 

Rightly or wrongly, the 
tion is convinced that wage pressures 
are the chief threat to cost and price 
stability. It wont promise a halt to in- 
flation if the wage line can be held, but 


A dmiunistra- 


it is Sure another round of inflation lies 
arent 


continued on Page 22 


ahead if 


checked. 


Wage-cost pressures 
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While Administration advisers are 
happy that the wage pressures in the 
automobile industry are not to be aggra- 
vated, they are even more pleased that 
the moderate automobile package is the 
pattern likely to be followed in a sub- 
Stantial number of other industries dur- 
ing the months ahead. They aren't wor- 
ried about the wage-cost pressures in 
just one industry or group of indus- 
tries. Climbing wages have a ripple ef- 
fect, and the more they rise in one 
manufacturing industry, the more they 
will rise in others—and eventually, the 
more they will rise throughout the 
country in government. jobs, in retail 
shops, and finally, in the perennially 
lagging service trades. 

Two forces have helped to undercut 
labor’s bargaining power. One—the di- 
rect impact of the recession—is obvi- 
PR scales help you ous. The other, less obvious but far 

more significant for the long pull, is the 
fact that the 1957-58 recession appears 


offset higher postal rates! to have continued an erosion of the 


strength of the mass production untons 





Your postage costs have gone up from 3¢ to 4¢ an ounce for that first became evident in the 1953- 
first class letter mail, from 6¢ to 7¢ for airmail. (That makes it 64¢ 54 downturn. 


There were fewer jobs for factory 


a pound for regular letters, $1.12 for airmail! ) 
. production workers after the last reces- 


Since August Ist, when the new rates took effect, a precision sion than there had been before it got 
mailing scale has been more of a must in your office than under way. The betting among the Gov- 


ernment experts is that the same trend 


ever! Overpaid letters will cause even ; ” 
will hola true this time. 













heavier hidden postage losses; underpaid 
A look at the figures 

The statistics are striking. Factory 
production worker employment hit a 
peak of about 14 million in the late 
Spring and early Summer of 1953, then 
fell to a low of about 12.3 million in 
the Summer of 1954. The total loss 
amounted to 1.7 million jobs. 

The employment of production 
workers climbed back to about 13.4 
million at the end of 1955 and held in 
that range throughout 1956. The gain 
amounted to 1.1 million jobs. But there 
were 600,000 fewer jobs at the end of 
the recession-recovery cycle than there 
had been at the beginning. 

Factory employment has dropped 
even more drastically in this recession 
than it did during the last downturn. 


letters cause “Postage Dues,” cost 
you good will! 

Pitney-Bowes’ mailing scales are 
fast-acting, accurate and dependable, with 
widely spaced chart markings that can 
be read correctly at a glance. 

There are models for every office, 
large or small, including a parcel post 
scale of 70 Ib. capacity. 

Ask the nearest PB office to 
demonstrate, or send the coupon 
for a free illustrated booklet. 





FREE- Handy desk or wall chart of 
Model S-510, | 


4 OS / ifés. wi h bar IOS ie % ; , ; 
latest ie tal Rates, with parcel post all-purpose | The number of production jobs tum- 
; F | a | , : 
map and zone finder scale. bled from the boomtime high of 13.4 
~ million to a low of 11.4 million in May. 
— The loss amounted to 2 million jobs. 


PB) PITNEY-BOWES Mailing Scales and only time will tell how manyyof the 


lost positions will have been restored 
when the peak of the next boom is 
reached. 

The shrinkage in factory workforces 
is a direct consequence of the heavy 
investment that industry has been mak- 
ing in new plant and equipment and of 
the rapid development of automation. 
The impact of technological change 
shows up during a recession, for that is 
when a combination of declining de- 
mand and rising unemployment allows 
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VY processes 50% more volume at 50% 


less cost with Burroughs Accounting Machines 


It's a rare drug, cosmetic, grocery or 
variety counter you shop today with- 
out coming face to face with famous 
Wildroot Cream Oil packages. And its 
very success has confronted The Wild- 
root Company with outsize accounting 
problems—which the firm now takes 
in stride with Burroughs Typing Sensi- 
matic Accounting Machines. 


Wildroot recently installed three of 
these machines, which now make short 
work of accounts receivable, posting 


Burroughs 


to the ledger and cycle-billing of de- 
linguent accounts. 


‘Our Burroughs Typing Sensimati« 
Accounting Machines process 50% 
more volume with ad corresponding 
50% decrease in costs,” declares E. J. 
Pempsell, Wildroot comptroller. “With 
their built-in speed, flexibility and ac- 
curacy, even our biggest peak loads of 
accounting are swiftly, surely cut down 
to size. Our operators are most enthu- 
siastic about the equipment.” 


Burroughs 


From accounting machines to the most 
advanced of electronic computers. 
Burroughs has the fullest range of 
data processing equipment and sys- 
tems for every need of management 
in whatever size or type of business. 
Machines that faithfully deliver up-to- 
the-instant figure-facts about every 
phase of your business at all times. 


Demonstration? Just call our local of- 
fice. Or write Burroughs Corporation, 
Burroughs Division, Detroit 32, Mich. 


Corporation 


“NEW DIMENSIONS / un ele clronies and data processing systems 





BETTER MANAGEMENT TOOLS FOR PROGRESSIVE INDUSTRY 


management to initiate changes it can- 
not make during a boom. In some in- 
stances, a department or a section may 
be closed down, never to reopen. In : 
others, heavily = staffed, obsolescent > aaelt -flex 
plants have been abandoned in favor of | fon) YT os 
smaller, automated facilities in less in- 
dustrialized parts of the country. 








Hindsight still wins 

Economists are becoming more skill- 
ful at practicing their profession all the 
time, but economics still is more of an 
art than a science. Consider how badly 
the Administration misjudged the tim- 
ing and strength of the business up- . 
turn. The recession hit bottom in April, F Be 
and economic activity began to im- | 1958 est 
prove in May. But the Administration 
didn’t decide against an anti-recession 
tax cut until late May—after much 
soul-searching—and in early June some 
of the President's advisers thought the 


upturn still was far enough in the fu- If you have ever desired 


ture to make a further interest rate re- : 
duction desirable. The best advice P| { = 
available to the White House was that Ou 0 QO 





a slow upturn would begin some time 
in the fourth quarter. | 

Actually, a sharp rise was under way HERE IT 1S. Handsome walnut panel set off against a black lacquer 
even then. National output now is base. execu-flex, the aristocrat of charts will enhance the most 
pushing toward a record high in this | luxurious board room or executive office. As permanent and dur- 
quarter—the final quarter that was to 
have seen only the tentative beginnings 
of an upturn. 


able as vour office furniture, vet changes and updating can be 
done in minutes by your secretary with the kit and instructions 
supplied. 
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tion agency. When business activity overall. Our chart experts can set up the 


changes course, the first official notice heures for a reasonable « 

of the shift comes from the central plish this by following 

bank, for it tries to make credit policy Special size ) 

move in phase with economic condi- 

tions. It acts long betore the Admiunis- ft tt tt ft fT —— 

tration has to take a public stand. One execu-flex : : 

result has been that the Federal Re- | LL1 6HAINT The Chartmakers, Inc. 

serve has come increasingly under at- | 

tack from Democratic critics of tight | ee 480 LEXINGTON AVE NEW YORK 17. N.Y 
| | ; > ~~ & 

money. ei ; Creators of the Fetha-Palk Easel Presentation 

[he sharp rise in borrowing costs ; 

that began last June has added fuel to | Charts, Maps, Graphs, Chart Systems, Chart Rooms, Manual 

the flames, and the Federal Reserve | ee ae ee eee Brochures, Slides, Films, Presentations, Meetings, Prom 

now is bracing itself to weather a heavy 

barrage of denunciations when Con- 
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This multi-part special feature will Additional Information On Execu-Flex Charts [| 


include a special survey of DR&MI's 
Presidents’ Panel on the top chal- 
lenges to management in the coming 
vear—plus photo interviews with 
other important business leaders and 
expert analyses of prospects and 
problems in key management areas. 
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How to get New Freedom to Work 


SESS ESSE H ESHER HERRERO SEER OSE EERE EEE EE EES 
. 


working habits and cuts costs 


It’s remarkable how a clear desk top and orderly - 


. . . . . ‘ 
desk drawer interiors can give office people a fresh, 


new outlook on work. That’s exactly what a Shaw- 
Walker “‘Clutter-Proof’’ Desk does. 
The rewards are great — better work, faster, easier. 
And working space on the desk top is nearly doubled. 
How’s it done? Fully 75°, of the things that 
drift around on the tops of other desks have a 
specific place inside this “‘Clutter-Proof’’ desk. 


| SHAW-WALKER 





This Clutter-Proof Desk cures bad 


There are off-the-desk trays for in- 
coming, outgoing and pending letters. 
Off-the-desk space for work-organizers, 
work-separators, deferred projects, 


tickler, binders, books, pads, forms, 
ecard lists. And—imagine this—there’s 
even an in-drawer wastebasket and provision for 
an in-drawer telephone. 

This Shaw-Walker “‘Clutter-Proof’’ Desk has an 
unparalleled record for work efficiency and space 
economy in offices of every size. 

See ‘‘clutter-proof’’ desks at one of our 17 
branches or 470 dealers or write for Shaw-Walker 
Office Guide which pictures, describes and prices 
114 desks and 5000 other items. 


““Now I can junk all those 
time- and space-wasters”’ 


Largest Exclusive Makers of Office Equipment 
Muskegon 52, Mich. Representatives Everywhere 





Cracking the Invisible 


Sales Barriers 


ALSO: The Challenge to Technology; Innovate 


or Stagnate; Marketing Executives in Name Only 


Needed: A Breakthrough 
in American Selling 


PAUL B. WISHART, president, Minneapo- 
lis-Honeywell Regulator Company, be- 
fore the National Industrial Conference 


Be ard. 


By the excellence of 
our production and 
sales techniques, we 
have pushed 
ourselves tO a new 
requirement [for 
salesmanship. Our 
shortcomings today 


cannot be 


now 


corrected 
by returning to older methods. We need 
a new level of performance to meet our 
new level of problems. 

[here are five 
comprise the “invisible sound barriers” 


basic problems that 
in American selling. 

First, there is the public attitude to- 
ward profits. | believe that too many 
business men have allowed themselves 
to be pushed by a particularly articulate 
segment of public opinion into a de- 
fensive attitude toward the earning of 
profits. And, of whenever a 
shadow of doubt begins to cross an ex- 
ecutive’s mind as to the social or, shall 
we say, public relations—desirability of 
pushing his profits as high as he possibly 


Course, 


can, the sales department is one of the 


first to sense the existence of this waver- 
ing attitude. 

The second invisible barrier has been 
the growing resistance of the public to 
from above. That 1s, 
the public has been asserting its individ- 


being pressured 


uality in many ways, the most important 
of which trom the salesman’s point of 
view has been its growing resistance to 
what might be called the flock-ot-sheep 
Added to this 


technological 


reaction of former days. 
is the truly remarkable 
sophistication that buyers are showing. 
lo me the real salesman is the man 
to whom it is a challenge, not a defeat, 
customer wanting 
This kind of challenge 


when the Starts oul 
something else. 
can still be met. And it 
that the only way to be sure it Is met 
management to be less under- 


“problems.” 


seems tO me 


IS TO! 
Standing of the salesman’s 
If he can't meet this challenge, he must 
be in the wrong line of work. 

But this brings us to the fourth bar- 
rier to selling in today’s economy—the 
CCONOMIC Se- 


problem of 


emphasis on social and 
curity. This 
what to do with the people in your or- 
ganization who are obviously in_ the 
wrong line of work. It may mean 
pretty hard-headed and unsentimental 
remaking of certain personnel practices 
But there is, after all, such a thing as 
too much security. 

[he fifth barrier is the 
the salesman’s responsibility. The grow- 


involves the 


SOT 


diffusion of 
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MORE THAN 80 
BIG JOE MODELS 


Hydraulic Handling for 
<1 EVERY Department 


“je BIG JOE 


Manufacturing Company 
Raiph Hines Road 
Wisconsin Dells, Wisconsin 
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...only Executone | 
combines 


IN THE WORLD'S MOST ADVANCED INTERCOM SYSTEM! 


® For the first time in any intercom svs- 
tem vou can answer calls from across 
the room—and at the same time enjoy 
positive assurance that no one can 
conversations in your 


*CHIME- 


eavesdrop on 
ofhce. Executone’s exclusive 
Cver 


signalling announces 


and signs ul light—warns 


MATIC 
call with chime 


that your cir ult is open.* 


SAVE TIME—get more work done! 


Thanks to Executone’s “Remote Reply,” 
employees can now answer calls with- 
out interrupting their work. You get 
instant response without loss of work- 
ing time. You eliminate waiting and 
costly “call backs” when phones are 


LYeLU, 


-XECUTONE, INC., Dept. S-2 


. Without obligat 
full data on Executone Intercom. 
| am particularly interested in: 


ion, please send me 


INTER-OFFICE COMMUNICATION 
NTRA-PLANT COMMUNICATION 
SWITCHBOARD RELIEF 
LOCATING PERSONNEL 


In Canada—331 Bartlett Ave., 


“privacy protection — 





busy. Roving employees are located 
quicker. You give instructions, get in- 
formation without delay. vet vou have 
at all times. Work 
hour 
Kxecutone soon pavs 


tllows smoothly. Every becomes 
more productive! 
for itself in many wavs. Ask for full 


details. No obligation. 


INTERCOM 
SYSTEMS 


° 415 Lexington Ave 
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ing complexity of our products and 
selling techniques has created confu- 
sion within our ranks. The _ responsi- 
bility to sell the product rests solely on 
the shoulders of one man. Therein lies 
both the salesman’s challenge and his 
opportunity—and the sole criterion by 
which he should be judged. 


Instrumentation for 
the Better Life 


HENRY B. DU PONT, vice president and 
director, E. 1. du Pont de Nemours & 
Company, before the Instrument Society 
of America. 


If our standard of 
living continues its 
present rate of in- 
crease, each of us 
20 years hence will 
require of the econ- 
omy the equivalent 
in goods and serv- 
ices double _ that 
use today. If we are to reach 
such a goal, productivity must increase 
to a similar extent. Since every em- 
ployed worker today supports himself 
and two others, this would mean that 
in 1978 he would have to produce at 
current levels twice that amount—or 
enough to support, in addition to his 
own doubled consumption, the equiva- 
lent of four other persons. 

How can the necessary increase be 
achieved? Certainly not through more 
human labor. In the next 20 years, the 
total population ts expected to increase 
by perhaps 40 per cent. The population 
of working age, however, will increase 
by less than a third; these are people 
already born, and therefore subject to 
count. The labor force in manufacture 
and agriculture, 
ing to college than ever and more go- 
ing into service work, 1s expected to in- 
crease less than 20 per cent. 

Longer hours could conceivably sup- 
ply additional output, but we relinquish 
Our gains in leisure time very reluc- 
tantly. It is inconceivable that the trends 
toward shorter hours, longer vacations, 
and early retirement will be 
or that the tendency toward longer edu- 
cation will be any the less. 

If technology does not keep advanc- 
ing, then we will have 
where. We will have to make sacrifices 
either in leisure time, in the number of 
persons available for services, or in our 
living standards. We cannot make head- 
way by short-changing one side of our 


which we 


with more people go- 


reversed 


> to sacrifice some- 


economy at the expense of the other. 
You may quarrel as you wish with 
the figures, and some are admittedly 
speculative. It is perfectly obvious, how- 
ever, that the only possible means to- 














Stainless Steel wall 
allows three extra floors 


Building Owner: E. J. Brach & Sons, Chicago, Illinois 
Structural Engineer: J. A. Scanlan, Evanston, Illinois 
Genera/ Contractor: C. E. Erickson Company, Chicago, Illinois 
Stainless Stee/ Fire Wall Fabricator: The R. C. Mahon Company 








Originally, this building had five floors. When the 
owner planned to add more floors, it was determined 
that if they continued upward with the original wall 
materials, the building’s exterior columns and footings 
on one elevation could only support three more floors 
Six more floors were needed, so a Stainless Steel 
curtain wall with a two-hour Underwriters’ rating was 
erected and six floors were added. This was possible 
because Stainless Steel curtain walls are so much 
lighter—only 17 lbs. per square foot instead of 85 as 
in the original structure. 
In a new building, the lighter weight of steel curtain 
walls reduces the cost of foundations, structural steel 
and labor. And the building can be occupied sooner 
because curtain wall construction is a fast way to build. 
If you plan to expand your present building, or 
erect a new one, be sure to discuss steel curtain walls 
with your architects and engineers. For more informa- 
tion, write to United States Steel, 525 William Penn 
Place, Pittsburgh 30, Pennsylvania. 
I7SS ie 1 registered traden wrk 

United States Stee! Corporation — Pittsburgh 

American Stee! & Wire — Cleveland 

National Tube — Pittsburgh 

Columbia-Geneva Stee! — San Francisco 

Tennessee Coal & iron — Fairfield, Alabama 


United States Stee! Supply — Stee! Service Centers 
United States Stee! Export Company 


United States Steel 
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DANGERS of launching a 


NEW PRODUCT 
Snell Research can help overcome them 


Here’s how, in some typical 
case histories of Snell clients: 


Product Research and Development 
—A few years ago Snell was retained to 
develop new products, applications, and 
markets for sugar. Extensive research 
and development work by Snell resulted 
in the creation of a new synthetic deter- 
gent—based on sugar! 


Product Application—<A Snell client in 
the paper industry, for whom we had 
developed a fine additive, wanted to 
explore uses in other fields. Unfortunately, 
their highly qualified staff's experience 
was limited to the one field. Snell, with 
experts in practically every product field, 
found the new product has potentialities 
as both a good emulsifier and a paint 
plasticizer. Only the very largest manu- 
facturing companies can duplicate the 
breadth of experience and background 
the Snell “brain-trust’’ of technical ex- 
perts can offer you! 

Product Improvement — One Snell 
client found their product, an adhesive 
bandage, slipping in quality. Tape was 
going storage on druggists’ 
shelves. Snell research helped this client 
bring his product quality up to equal the 
best on the market, and retain his share 


pooey in 


of sales. 


Product Evaluation—A Snell brewery 
client wanted to expand production and 
take advantage of a more efficient pro- 
duction technique but feared the taste of 
the beer might suffer. Snell food tech- 
nologists, panels, and engineers 
checked the new process and hundreds of 
samples of beer made under new and old 
systems, recommended the switch to the 
more profitable modern process. The 
change went unnoticed by the customers, 
and sales continued to climb. 


taste 


Market Research—A Snell client with 
a waste product had briefly considered 
building a plant to use it to manufacture 
another product; but had given up after 
their own brief survey showed the new 
product to be already overproduced. When 
they consulted Snell for checking, how- 
ever, Snell predicted there would be a 
shortage within three years. The client 
waited two years, built the plant—and 
now has a profitable new product instead 
of a waste! 
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Toxicology—One of the largest frozen 
food companies began getting complaints 
on the flavor of one of their green veéege- 
tables. Since hundreds of thousands of 
dollars were at stake, they consulted 
Snell to find out what was wrong. Snell by 
analyzing tests, and checking on the 
farm, was able to prove that the taste— 
actually toxic—was due to a new type of 
insecticide sprayed on the fields hundreds 
of yards away on a windy day long before 
the harvest! 


Engineering—A large midwestern firm 
desired to produce its own brand of 
instant coffee, to outstanding 
flavor, body, and bouquet. They engaged 
Snell to handle all details, from design to 
engineering, to supervision of actual proc- 
ess startup. The fine qualities ‘built into” 
this resultant product made it such a 
success that Snell was commissioned to 
enlarge the plant, which has recently gone 
into production. 


What’s Your Product Problem?— 
Whatever it is, and whatever your prod- 
uct field—chemicals, chemical specialties, 
personal products, pulp and paper, pro- 
tective coatings, plastics, textiles, foods, 
petroieum, rubber—Snell has men who 
‘‘know the score’ in that field, and who 
can work with you creatively and profit- 
ably in developing, producing, protecting, 
and marketing new ideas. This broad 
experience can be decisive in protecting 
not only your ideas, but also the thou- 
sands of dollars you spend developing 
them. And the cost of Snell service is less 
than you might imagine! Half the jobs 
we do cost less than $1000! 


SEND FOR 
FREE BOOKLET 


(dur brochure, ‘*How to 
Develop Successful New 
Products,” tells the whole 
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Baitimore, Md. 
Bainbridge, N. Y. 
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Is It Different? 
Is It Better? 


CHARLES H. BROWER, president, Batten, 
Barton, Durstine & Osborn, Inc., at the 
American Management Association, 
Inc., Marketing Division Conference. 


[he marketing and 
selling of goods is 
a most baffling busi- 
ness today. Markets 
are shifting so fast. 
People are moving 
—from urbia to sub- 
urbia, trom subur- 
bia to exurbia, from 
Herald Square to the Cross County 
Shopping Center. 

All around us we see change, which 
makes us sure that we will have to keep 
changing, that our products and pack- 
ages and plans and promotions will 
have to keep changing. It makes us sure 
that if we don't stay on our toes, we 
will land on our backs! 

Our competitors are changing; they 
are growing smarter every day. And our 
customers are changing. They're grow- 
ing smarter every day, too. And richer, 
and better educated, and more sophis- 
ticated. Everywhere you look are op- 
portunities for innovation, new ways ot 
doing things. 

For many companies (mine includ- 
ed), new product dev elopments are the 
basis for profitable growth. Some com- 
panies Cannot survive without them. 

The alternative to innovation in your 
business and mine, unfortunately, is 
something called economic boredom. 
Which means that there isn’t any al- 
ternative. You cannot become a leader 
in your field—you cannot maintain 
leadership in today’s economy unless 
you have an open mind and an aggres- 
sive policy about innovations. 

Today's customer, male or female, is 
a surprisingly savvy citizen. Surprising- 
ly sophisticated, harder to sell than you 
think—and much, much harder to keep 
sold. Brand loyalty? Don’t count on it. 
Because, at best, it is only a rough 
measure Of a Customer's willingness to 
come back for more—provided no other 
manufacturer has come along in the 
meantime with something better. There 
is no such thing today as a satisfied 
customer. There are only dissatisfied 
customers. The fact that they are buy- 
ing your product this week doesn’t 
mean they'll still be buying it next week. 
It means that as of this week they 
haven't found anything they like better. 
But they're looking. 

Exciting years are facing us—those 





SHIPPING 


Some airfreight and truck carriers today advertise so-called 

*‘bargain’’ rates which actually impose higher minimum weight 
charges and mean /ess service. Be sure you compare Railway 
Express rates and service before you ship with any other carrier. 


Here are down-to-earth facts on Railway Express Service 
WIDEST COVERAGE—Railway Express serves some 23,000 


communities to give you mass distribution—with one com- 
pany responsibility. You reach every major market in the U.S., 
and with Railway Express International Service, most every 
major market abroad. No more worries about delays and di- 
vided responsibility in transfers between two or more carriers. 


SPECIAL LOW RATES— You get door-to-door delivery, at no 
additional cost within REA vehicle limits in U.S.A. And 
Railway Express offers special low commodity rates on ready- 
to-wear merchandise, graphic arts materials, hosiery, shoes, 
drugs, import-export traffic and many other categories. Call 
your nearest Railway Express Agent. 
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What does if cost your company 
to store materials? mally 
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Alert management men are re-evaluat- 
ing their storage method 
ment. They are finding that traditional 


storage procedures are very often a drag 





s and equip- 


on efforts to hold down production 
costs and improv e profit margins. 


The Load Lugeger System of detachable 
container bodies handled by one Load 
Lugger truck provides the advantages 
| unit cost mass handling and 
It is readily adaptable to your 
a, -day — even hour-to-hour 
; Load Lugger containers* pro- 
pert trom contamination or 
and ri increase safety in 
Load Lugger pallets and bar 
sling einiians nts permit efficient utilization of low-cost outdoor storage space. 
The Lugger’s open deck is ideal for handling big pieces and odd shapes such as 
machinery and castings 
An investment in the Load Lugger system can be an important factor in winning 
the battle of costs and profits. Dozens of companies have found this to be true. 
Let us give you all the facts. Write today for the name of your 


[OAD nearest dealer. 
*1 1 to 16 cubic yard capacities 
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SELF-LOADS HAULS SELF-UNLOADS 


LOAD LUGGER, INGERSOLL KALAMAZOO DIVISION 
BORG-WARNER CORPORATION 
19611 North Pitcher Street, Kalamazoo, Michigan, Telephone Flreside 5-350] 


EXPORT SALES: BORG-WARNER INTERNATIONAL CORPORATION, CHICAGO 
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of us who keep our products and our 
ideas and our plans exciting, who keep 
our creative standards high, who turn 
our backs on the old, tired ways of 
doing things and look ahead to new, 
more efficient ways. 


The Marketing Title 
Must Be Earned 


EDMUND F. BURYAN, vice president mar- 
keting, W. A. Sheaffer Pen Company, 
hefore the National Industrial Confer- 
ence Board. 


Marketing research 
cannot substitute for 
management and 
marketing judgment. 
It is a tool to help 
find answers to spe- 
cific questions, both 
quantitative and 
qualitative. It Is a 
tool for minimizing business risks. It ts 
a tool to help find new markets, develop 
new products, increase sales, and in- 
crease profits. But it 1s never a substi- 
tute for sound business judgment. 

It is now becoming fashionable to re- 
fer to sales executives as marketing di- 
rectors and marketing vice presidents. 
Beware of being fashionable. Loose 
phraseology and misguided semantics 
can cause no end of harm when the 
term “marketing” is used in the wrong 
context. There are entirely too many 
so-called? marketing executives who sim- 
ply do not have the qualifications. The 
title of marketing executive should not 
connote a superannuated sales or ad- 
vertising manager. A marketing execu- 
tive must not only be intimately fa- 
miliar with sales management, but he 
must know all there is to know about 
advertising, particularly in the con- 
sumer goods field. He must know all 
there is to Know about merchandising, 
1.e. packaging and point-of-sale display. 
He must also be intimately familiar 
with consumer and marketing research 
functions and know how to use these 
tools in exercising his responsibility, 
which is a management function. This 
is the management function of coordi- 
nating sales, advertising, merchandis- 
ing, market research in close liaison 
with product scheduling, sales forecast- 
ing, inventory control, and research de- 
velopment. 

Any executive who does not combine 
these functions in his job should not be 
termed a marketing executive. And 
companies should not be deluded inio 
appointing the wrong man to such a po- 
sition merely for the sake of being 
fashionable. Marketing is a line man- 
agement responsibility. To be success- 
ful it must be dealt with in a business- 
like way. 
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... Dy supplying a hardboard 
that’s a wonder of workability 








Masonite Corporation 
Dept. 4-1 
Box 7 Chicago 90, Illinois 





* Saws cleanly ¢ Drills neatly * Routs smoothly 


pa 


Please send latest design and production mation on Masonite 
panel products 


ed 


- Curves beautifully * Bonds firmly + Fastens securely 
Please have your sales engineer call 


Whatever your design or production need, Masonite 


has the harcboard to do the job. 
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Western Electric talks 

a lot about its cost 
reduction programs. What’s 
there to talk about? 


A. 


Plenty! By finding new and 

better ways to make telephone 
equipment, our engineers pared 

nearly $6,000,000 off last | 

years manufacturing costs... 

a saving that helped offset rising costs 
incurred elsewhere by Western Electric 
and the Bell telephone companies. 


Western Electric 


MANUFACTURING AND SUPPLY (&) OF THE BELL SYSTEM 
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TOMORROW’S BIG MARKETS 
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On the Way: 


IN THE EIGHT short years since the 
L9SO census taken, American 
industry's domestic markets have 
swelled by an additional 24 million 
people—a billow as big as the total 
population of the eleven Western 
states. And as the U.S. population 
wave toward the 1960's, it 
adds 3 million more people a year. 

But the population surf will spill 
unevenly across the United States in 
the next decade—affecting different 
age groups, geographical regions, res!- 
dential areas, and culture patterns in 
very different ways. And the company 
that expects to chart its way success- 
fully among these population whirl- 
pools and eddies will have to keep a 
sharp lookout for trends affecting its 
markets. 

If you're a manufacturer or mar- 
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193 Million Customers 


HERBERT C. ROSENTHAL 


keter of consumer goods, you can 
easily see how population shifts affect 
your output. But even if you provide 
raw materials, capital goods, or other 
products not directly tied to the con- 
sumer market, population trends are 
bound to affect you. Witness the 
growth of the West Coast steel indus- 
try to serve that area’s growing con- 
struction, automobile, and other man- 
ufacturing industries—which in turn 
derive strength from the fabulous 
population gains the area has made 
since 1940. 





So whether you manufacture con- 
sumer or capital goods, mine, farm, 
or distribute, the strength and direc- 
tion of the population surge is impor- 
tant to you 

[he Census Bureau's attempts to 
forecast Americas postwar popula- 
tion trends have consistently run be- 
low our climbing birth rate. In 1955, 
the Bureau revising some L9S3 esti- 
mates to drop out a “low” series and 
new “high” 
four 


add a estimate 
lished a choice of 


how many of us there would 


pub- 
estimates of 


be be- 
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tween 1960 and 1975. By July 1958, 
we were already almost 400,000 
above the “high” estimate for that 
date, with a population of 174,064,- 
OOO compared to the census projec- 
tion of 173,682,000. 

However, another economic down- 
turn might change this picture. As 
Chart 4 shows, the 1957-58 recession 
put a noticeable dent in marriage and 
birth rates. 


New depression babies? 


A recent report on two seminars 
of leading economists conducted by 
the Foundation for Research on Hu- 
man Behavior comments on_ this 
trend. The economists pointed out 
that more than ever before the birth 
rate seems to depend on the “attitude, 
psychological outlook, and income 
of the parents.” Therefore, a major 
depression or a serious threat of war 
might have a profound effect on the 
birth rate. 

However, persons who will be 
vears or older in 1965 are already 
born. Thus about 85 per cent of the 
1965 population is already present, 
so there is not much chance that vari- 
ations in births over the next seven 
years will affect the total 1965 popu- 
lation drastically. 

Also, estimates for the first half of 
19S8 show births at 2,024,000—only 
12,000 behind the record 1957 level. 
While the birth rate (per 1,000 pop- 

2.1 per cent under 1957, 


mJ 


ulation) was 2. 
the actual number of births was only 
off 0.6 per cent. 

An analysis of upcoming changes 


Population Changes by Age Groups 
1957 vs. 1965 


1957 


Age group 


(in thousands) 


by age groups as shown in Chart | 
can prove very instructive. The actual 
figures upon which the chart is based 
and some further amplification are 
shown in the table below. 

[he population trend to 1965 will 
present marketing opportunities at 
both ends of the age band, and mar- 
keting problems in the middle—as 
Chart I and the table below make 
clear. A 28 per cent increase in the 
10-14 group and a whopping 46 per 
cent increase in the 15—19 group will 
add 9.5 million pre-teen and teen- 
agers to our population. 


Youth must be served 

Here's an opportunity for market- 
ers catering to the youth market with 
the products shown in Chart 1. Other 
products likely to show increased de- 
mand are youth clothing of all kinds, 
toys and games, paper, notebooks, 
pens and pencils and school supplies 
of all sorts, and 
books. 

Variety Store Merchandiser esti- 
mates that todays 17 million teen- 
agers have a total spendable income 
of $9 billion a year. By 1965 there 
will be 24 million of them with $14 
billion in spending money. 

In contrast, 1965 will show a dip 
in the 25—39 age group. This is a re- 
sult of the depression of the 1930's 
which curtailed the number of mar- 
riages and babies. Auto manufactur- 
ers, builders of private homes, appli- 
ance manufacturers, and others cater- 
ing to the “young married” market 
may have harder sledding temporar- 
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19,144 
17,993 


Under 5 
Sto 9. 
lO to 14.. 
ISto 19 
20 to 24 
25 to 29 
30 to 34 
35 to 39 
40 to 44 
45 to 49.. 
S50 to 54 


14,988 
11.830 
10,753 
11,469 
12,298 
12,000 
1] 
10,541 

9,170 

8.033 

6,92] 
14,750 


34] 


SS to 59 
60 to 64 


65 and OVer. 


Total population 


20,413 1,269 


20,252 2,259 
19,152 
17,199 
13.461 2, 
11,355 


10,900 
11,79] 
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4.164 
5.369 
708 
114 
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ily. But by 1970, this market will be 
swelled by reinforcements coming up 
in large numbers from the younger 
groups. 

Prospects for 1965 and beyond lie 
brightly before the marketers of prod- 
ucts for the middle-and-older 
groups. Drug and medical services, 
gardening supply stores, travel agen- 
cies, and investment brokers should 
be among the beneficiaries of the 7 
million increase in the number of 
people over 45 expected between 
1957-65. 

Between 1950-57 — while | total 
U.S. population was increasing 13 per 
cent—the Northeast was increasing 
only 8 per cent and the Soutn 12 per 
cent. But the North Central region 
was keeping pace with national 
growth at 13 per cent, while the West 
was doubling it, with a 27 per cent 
increase. 

To meet the Census Bureau's 
“high” estimate for 1965, total popu- 
lation would have to increase another 
13 per cent in the 1957-65 period. 
This would require a 12 per cent in- 
crease in the Northeast region, 13 pet 
cent in the North Central, 9 per cent 
in the South, and 23 per cent in the 
West. 
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Go South and West 


[he Census Bureau estimates for 
changes in the population of individ- 
ual states over the 1955-65 period 
are shown in Chart-Map 2. However, 
a note of caution should be added, on 
the of 1955-57 data recently 
released. While the over-all increase 
seems well within reason, Census 
seems to have overestimated the po- 
tential 1965 population for the North- 
east states and underestimated the in- 
creases possible for the North Central, 
Southern, and Western regions. For 
the two-year period between July 1, 
1955-57, the increases were: 


bas IS 


.3 per cent 
5.9 per cent 
9 per cent 


.J per cent 


Northeast 
North Central 
South 


If these regional gains continue— 
as is expected—heavily weighted to- 
ward the South and West, they will 
provide special market bonuses for 
marketers of food, clothing, and other 
consumer products adapted to warm- 
er climates and outdoor living. 

The Census Bureau was also tem- 
porarily fooled by our ability to form 
new households at a high rate. They 
estimated that the number of house- 
holds would show a yearly increase 
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of between 521,000 and 778.000 for 
the 1955-60 period. But a million 
new families actually set up house- 


keeping between April 1955 and 
March 1956—to the delight of build- 
ers, home furnishings manufacturers, 
and appliance makers. However, the 
758,000 total for the following year 
was within the census estimate range. 

Incidentally, a household is defined 
by the Census Bureau as “the entire 
number of persons who occupy a 
house, an apartment, or other group 
of rooms, or a room that constitutes 
a dwelling unit. A person living alone 
or a group of unrelated persons shar- 
ing the same living quarters as part- 
ners is counted as a household.” 

Between 1960 and 1965, the Bu- 
reaus “high” estimate shows house- 
holds increasing at the rate of 861,000 
a year. Between 1965-70, the annual 
increase Is expected tO jump Over the 
million mark. 

Household formation’s importance 
for the marketer cannot be analyzed 
in terms of numbers alone. Equally 
useful is the concept of “stage in the 
family life cycle.” As the Foundation 
for Research on Human Behavior 
points out: “Spending for various 
sorts of durables is strongly influ- 
enced by stage in the family forma- 
tion Cy cle. These findings indicate the 
following characteristic buying pat- 
terns: for young married couples be- 
fore children arrive and living in a 
rented house—a car, furniture, and 
household durables; after children 
arrive—washing machine and televi- 
sion set; when the children reach the 
age of about six years—home pur- 


chase.” 


Families getting bigger 

How many children will we be pro- 
ducing during the family life cycle? 
Between 1950-57, the number of 
children born to every 1,000 women 
15—44 years old rose almost 22 per 
cent—from 1,395 to 1,696. Women 
25-29 years old (the brides of the 
1950's) showed a 32 per cent in- 
crease in offspring produced between 
1950 and 1957. The median mother 
had only one child in 1940—but two 
in 1952 and is trending toward three 
by 1965. 

As Chart 3 shows, the trend to 
the suburbs is expected to continue 
at least through 1965. A recent Cen- 
sus Bureau release shows how seri- 
ously this has already affected our 
biggest cities. Between 1950-56, New 
York City dropped | per cent in pop- 
38 


ulation. Meanwhile, the surrounding 
suburban counties showed such gains 
as Nassau 67 per cent, Suffolk 82 per 
cent, Rockland 25 per cent, West- 
chester I8 per cent. In this same 
metropolitan area, Hudson County— 
with the big cities Jersey City, Ho- 
boken, and Weehawken—lost 8 per 
cent of its population between 1950- 
56, and Essex County, with Newark 
as its center, showed a slim | per 
cent gain. But among the truly sub- 
urban counties of Bergen, Middlesex, 
Morris, Passaic, Somerset, and Union, 
the average gain was 25 per cent. 

Similarly, the city of Philadelphia 
showed a 0.4 per cent loss in popu- 
lation between 1950—56. Meanwhile, 
the four Pennsylvania and three New 
Jersey counties which make up Phila- 
delphia’s suburbs registered a 31 per 
cent increase. 


Life in suburbia 

Are there any significant changes 
in consumer behavior arising from 
this shift to the suburbs’? The Foun- 
dation for Research on Human Be- 
havior points out these apparent dif- 
ferences: 

The pattern of expenditures puts more 
emphasis on cars, more on the home and 
home-centered activity. It puts less on 
clothes generally but more on casual wear; 
it emphasizes the consumer durables asso- 
ciated with suburban informal living. There 
are added pressures for a shorter work 
week—a long weekend ts a furlough from 
the city. [here are data which show 


that people who have lived in suburbs less 
than five vears purchase a lot of consumer 
durables: after this period of 
purchases are considerably less, 


residence. 


Malthus disputed 


Do you remember the Rev. Thomas 
Malthus’ doctrine from your school 
economics course? Malthus, writing 
at the end of the 18th Century, pre- 
dicted that population growth would 
outrun food supplies, and that the ex- 
cess population would be doomed to 
perish through hunger, pestilence, or 
war. But the Western world’s indus- 
trial revolution, bringing about a huge 
increase in productive ability, seemed 
to disprove Malthusian economics. 

Today, however, improvements in 
public health techniques, which are 
penetrating even the most backward 
countries, have once more brought 
Malthus to favor in many quarters. 
For, in Asia, Africa, and Latin Amer- 
ica, death rates have fallen while 
birth rates have remained high, and 
food production has in many areas 
failed to fill the many new and hungry 
mouths. 

In the United States, too, Malthu- 
sian fears are being voiced. The Pop- 
ulation Reference Bureau, in a recent 
issue of its Population Bulletin, states: 


Ihe baby boom has resulted in 38 mil- 
lion births in the United States during the 
postwar decade, 1946—1955S. 

[his does not necessarily guarantee na- 
tional prosperity, as some people imply. 


continued on page 58 
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“GO WEST” is the watchword for many companies on the trail of tomorrow's customer. 
Heavy population shifts, typified by development in Los Angeles, will hit a peak by 1965. 
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TOMORROW’S BIG MARKETS 





Industry Gets Set for the ’60’s 


AMERICAN INDUSTRY is already 
gearing up to meet the unprecedented 
demands of the 193 million customers 
who, by 1965, will_-be in the market 
for everything from exotic metals to 
better mousetraps. 

A new DR&MI survey of 66 repre- 
sentative companies across the nation 
shows that industry is taking steps to 
prepare not only for the new profit 
Opportunities but for the accompany- 
ing problems‘ of geographical shifts 
and changing channels of distribution. 
Well over half the concerns surveyed 
were industrial manufacturers, and 
most of the remainder were makers of 
consumer goods. 

Eight out of ten of the replying 
companies expect their total sales vol- 
ume will increase by 3 per cent to 
400 per cent in the next seven years, 
and many intend to follow their po- 
tential customers as they migrate to 
the booming South and West. 

Long-range sales forecasts aided 
the companies in anticipating the 
boom expected to occur between 1965 
and 1970. Better than half of the 
concerns make their forecasts five 
years ahead. The majority plans from 
One to ten years in advance, and some 
try to predict sales as far as twenty 
years in the future. 

On the basis of these forecasts, the 
DR&MI survey reveals, industry ex- 
pects changes in the population such 
as the fast growth of particular age 
groups, income classes, and geograph- 
ic areas to boost sales a median 28 per 
cent higher by 1965. And by 1970, 
the majority of the concerns expect 
sales to increase by 35 to 100 per 
cent. Some even see the sales chart 
zooming up 700 per cent. 

Here are a few of the specific meas- 
ures alert manufacturers are taking 
now to get set for the projected deluge 
of orders: 

@ Erection of new plants, branches, 
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CHRISTINA KIRK 


Aggressive plans for cracking the growth markets of the 1960's 


are already being translated into action in a large group 


of representative companies, this new DR&MI survey shows. 


and service centers, and moderniza- 
tion of existing facilities. 


Expansion of production capacity. 


Additions to the product line. 


Market research and expansion. 
Additions to sales staffs. 
Relocation of facilities. 
Diversification, acquisition, and 


or decentralization of plants or outlets. 
@ Concentration of outlets and sales 
operations. 

On the wholesaler level, much the 
same approach ts being taken 

[ypical of these forward-looking 
concerns is the Crown Cork & Seal 


continued on page 108 


Less Room for the Middleman? 


Two out of three companies participating in the DR&MI survey fore- 


saw possible future changes in their distribution channels. Although 


the size of the total sample doesn't permit hard-and-fast conclusions 


fo be drawn ahout trends in this area, a vienificant proportion of these 


companies en ision increased direct sales or greater « mphasis on sales 
through large retail chains, or both. Here are some typical replies 


Increased direct sales 

“We may go to direct sales, bypass- 
ing distributors’—Motor truck parts 
manufacturer 

“We are considering more direct fac- 
tory outlets with a withdrawal from 
established retail distribution organi- 
zations —School hus and passenger 
coach manufacturer 

“Less agents, more direct sales”- 
Electrical equipment manufacturer 
“Direct sales to builders. Elimination 
of dealers as an intermediary where 
large builders are concerned. More 
items handled that are non-ware- 
house”—Buildine materials manufac- 
furer 

“Increased direct sales’"—Carpet and 
furniture cleaner manufacturer 


“Elimination of some distributor ar- 
rangements in favor of direct to dealer 
unless both can function more effi- 
ciently and reduce the current spread 
between manufacturing cost and re- 
tail price”—Electrical equipment man- 
ufacturer 


Bigger retail outlets 


“More emphasis on direct selling. 

Continuation of the postwar trend to- 

ward concentration and chain growth” 
Food products manufactures 


“Possibly will be selling through vart- 
ety chains and food markets —Anit 
apparel manufacturer 


“Fewer small distributors and more 
large retail mens wear chains” 
Men's wear manufacturer 

“The trend ts toward chain or multt- 
ple store operations, instead of one 
store with one-family ownership” 
Men's wear manufacture 


“Increasing numbers of portable type- 
writers will be moved through large 
volume outlets such as department 
stores and discount houses. More and 
more the tendency is to sell office 
typewriters direct to the user through 
the manufacturer's own salesmen” 
Typewriter manufacturer 

“Fewer and larger wholesalers and re 
tail dealers’ —Buildine materials man- 
ufjacturer 
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To keep his job in times of shrinking profits and mounting stock- 
holder pressures, every company president must have the con- 
fidence of his board of directors. Yet he must still exercise 
considerable freedom of decision and responsibility. How he 
does this, at the same time calling on his board for specific 
guidance and support, is the substance of this report, which is 


based on a major new survey. 


COMPANY PRESIDENTS 


SIZE UP THE BOARD 


Part I of a Special Presidents’ Panel Report 


WHEN convened, 
the nine to thirteen 
directors who sit on 
the board of direc- 
tors of the typical 
large industrial 
company represent 
an imposing con- 
centration of au- 
thority — the final 
say and total legal 
power ol the cor- 
poration Yet the 
board as an institu- 
tion has lately been 
the butt of a good 
deal of disrespect- 
ful criticism. It has 
been called “a mere 
‘a tired fiction.” “a shad- 
ow king’—even, in the words of one 
sharp-tongued critic, a “sorry if not 
iniquitous affair freighted with incom- 
petents and adventurers. ” 

Few business men or 
servers of the business scene put 
much stock in such views. For one 
thing, the successful functioning of 
American business is itself a strong 
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showcase.” 


serlous ob- 


KENNETH HENRY, Executive Methods Editor 


Directors help operating management most and inter- 
fere least when they are fully informed. 


In the typical big industrial companies, slightly more 
than half the directors are “outside” men. 


More than eight out of ten presidents think directors 
ought to own company stock. 


Recruiting new directors highlights a common problem: 
the best men are always the busiest. 


rebuttal. For another, management, 
from its Own experience, quite simply 
knows better—although in the smoke 
of such charges, some business men 
may discern an occasional flash fire 
of truth. 

Currently, some less dramatic criti- 
cisms of the board are more likely 
to be valid. These tend to be directed 
toward the board’s effective adminis- 


trative functioning 
—its capabilities as 
appraiser, as coun- 
selor to the man- 
agement it elects, 
as formulator of 
sound basic policy. 
It has been said of 
some boards that 
they dont know 
their place and 
want to run what is 
properly the presi- 
dents show. Oth- 
more numer- 
ous, reputedly tend 
to rubber - stamp 
whatever operating 
management pro- 
poses. Boards may, in some compa- 
nies, be overworked and underpaid. 
They may be ingrown and over-con- 
servative, or detached and unknowl- 
edgeable. But these, it seems likely, 
are the exceptions. Undoubtedly, some 
boards may fall short of the ideal, but 
few corporations could prosper for 
long if all the charges were true. 
To get a whole, focused, and accu- 


ers. 











rate picture of the board of directors 
at work, DR&MI decided to ask the 
men who know it best—the presi- 
dents of successful companies, who 
must work with and answer to the 
board. More than 100 industrial 
leaders participating in the latest 
Presidents’ Panel survey gave their 
views and reported on their experi- 
ence and the details of their board 
structure. 

The picture that emerges shows a 
typical twelve-man board, sitting in 
stewardship over a successful com- 
pany with thirteen or fourteen U.S. 
plants, 11,500 employees, more than 
$155 million in total assets, and more 
than $185 million in annual net sales. 
(Three out of four Panel companies 
are among the 500 largest in the 
United States. ) 

In representing stockholders for 
these companies, the boards of direc- 
tors have, of course, the usual re- 
sponsibilities of electing management; 
declaring dividends; approving, as 
fiduciaries, such fiscal matters as au- 
dits, major capitalization expenditures, 
borrowing, high-level salaries; and, 
more generally, overseeing all cor- 
porate affairs which are exceptional, 
basic, and paramount—a_ function 
some authorities have called the “twi- 
light area” of board responsibility. 





What the board must do 

To many company presidents re- 
sponding to the survey, the board’s 
responsibilities are basically, as one 
of them puts it, “to choose the ad- 
ministrative and operating heads of 
the company and see that they do 
their jobs well—or get replaced.” As 
the management overseers and stock- 
holder trustees, boards must, the 
presidents repeat, perform their usual 
acts of stewardship: conserving the 
corporation’s assets and maintaining 
its earning power, preventing over- 
extension, testing the validity of 
management policies and decisions, 
acting as “appraisers and questioners 
on performance, in line with major 
corporate objectives,” seeing to it that 
all by-laws are observed, “approving 


AMONG THE DR&MI PANEL 
MEMBERS ARE THE PRESI- 
DENTS WHOSE PICTURES AP- 
PEAR ON THIS AND THE 
FOLLOWING PAGE AND ON 
PAGES 66 AND 67. A COM- 
PLETE LIST WILL BE FOUND 
ON PAGE 64. 


Harry F. Vickers 
Sperry Rand 
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Guidance Without Interference 


Long before the hoard meets and the minutes of its formal deci- 
sions are recorded, there has often heen a great deal of consulta- 
tion and other more or less formal communication hetween the 
directors and the president. in the interest of keeping the board 
informed. Almost as often, the president may engage in straw- 
polling his board or drawing on the specialized talents or knowl- 
edge of individual directors without risking board intervention 
in management ajjairs. Here is what some of the DR&MI Panel 
presidents have to say about their communications with board 


members: 


“Confine consultations to those mem- 
bers of the board who are experienced 
and who are more or less specialists 
in a particular field, and also estab- 
lish a very clear understanding with 
the board that they are supplying in- 
formation and guidance in decisions.” 
“Sending individual board members 
condensed written reports between 
meetings covering operating policy, 
decision, and action eliminates 
many questions which arise.” 

“We have certain committees which 
have to do with the management of 
the company in a consultative way, 
and there are members of the board 
on these committees. Both through the 
president of the company and these 
members, the board is kept informed.” 


“Constantly and regularly communi- 
cate with my board, so that they are 
able to render judgment on matters 
within their sphere. Use individual 
members as a sounding board on 
thorny problems.” 

“Go to the board, for the most part, 
with decisions—not for decisions. Ob- 
viously, we don’t always anticipate all 
viewpoints, but rarely are carefully 
thought-through plans voted down.” 


any major change in the company’s 
business, such as entry into a new 
field,” ratifying mergers and expan- 
sion plans, and so on, through the 
many fiscal necessities that require 
the seal of majority board approval. 

But many presidents expect a good 
deal more than this of the directors— 
e.g., they should “protect stockhold- 
ers’ interests in initiating as well as 
reviewing Management's actions,” or 
even “assist Management in expand- 
ing sales outlets,” “chart the course 
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“We are fortunate in having an ex- 
perienced board which does not inter- 
fére with management, but each mem- 
ber of which is ready and willing to 
see me at anv time to help me when 
[ need advice.” 

“Set up subcommittees of directors to 
pursue specific problems and recom- 
mend action. Consult with them indi- 
vidually on problems that may be 
brought to the entire board’s atten- 
tion.” 

“Go to them from time to time, to- 
gether or individually, on various mat- 
ters that seem to justify their atten- 
tion. In other words, maintain an ini- 
tiative in the board-chief officer rela- 
tionship.” 

“Most of the guidance and counsel 
from the board is secured from inter- 
mediate luncheon meetings with one 
or two of the board members inde- 
pendently.” 

“Some of our outside board members 
who are specialists in certain fields are 
engaged as consultants separate and 
apart from their obligations as board 
members. This enables us to achieve 
maximum guidance and help from 
their talents and ability.” 


of the business, short-term and long- 
term, by setting out policies and 


goals.” 


Where to draw the line 


With two minor exceptions, the 
company presidents say unanimously 
that they rarely if ever have trouble 
keeping their directors out of admin- 
istrative matters. “When the board Is 
well informed, they seldom interfere,” 
is a common remark. The board, the 
presidents often add, is interested in 
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results, not details. Some men explain 
the harmonious live-and-let-live rela- 
tionship between the board and the 
operating officers as 
mutual confidence between the direc- 
tors and the management.” Where an 
occasional encroachment problem 
crops up, “we blow the whistle,” says 
one president. Reports another: “I 
simply question whether the particu- 
lar point is not one which should be 
decided by management in carrying 
out the board’s policies.” 


Charting management's domain 


But where to draw the line between 
management's operating domain and 
what the board should consider ts not 
always clear or easy, although most 
presidents believe they do it with rela- 
tive ease, bolstered by corporate tra- 
ditional practice and the company’s 
more explicit by-laws or legal coun- 
sel. Where the far future or major 
financial decisions are involved, of 
course, there is litthe problem—and 
none at all, of course, in those mat- 
ters which by law the board alone 
must consider. 

Many companies have spelled out 
in writing or established in practice 
what before the board. One 
company president has detailed seven 
specific—and typical—decision areas 
which are always put before the board 
for action: “(1) Capital expenditures 
in excess Of $25,000; (2) acquisitions 
or mergers; (3) broad policy ques- 
tions; (4) top executive salaries; (5) 
matters which might affect personally 
one of top management; (6) contri- 
butions and donations which do not 
come under the [company’s] Charit- 
able Trust; (7) any stock option, pen- 
sion, bonus, or profit-sharing plans. 
In summary,” he writes, “any matters 
that have a substantial effect on the 
operations of the company and, as a 
result, on the stockholders, are given 
to the directors for a decision.” “De- 
cisions for board action,” another 
man says briefly, “involve long-range 
plans, large sums of money, or devia- 
tions from past policy.” 

Going to the board for “decisions 
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Richard R. Higgins 
The Kendall Co. 


William L. Keady 
I ibreboard Paper 


Products Corporation 


“a reflection of 


The Director’s Paycheck 


Meeting Fee 


$300 
250 
200 


100 
50 
25 
20 


COMPANIES PAYING FEES 
(Three out of four respondents) 


COMPANIES PAYING RETAINERS 
(One out of three respondents) 


Annual Retainer 


$5,000 OR MORE 
4,000 — 5,000 
3,000 — 4,000 
2,000 — 3,000 
1,000 — 2,000 
UNDER 1,000 


Usually limited to outside directors, fees are paid for each meeting by 74 per cent of the Panel, and 
retainers by 34 per cent. Seventeen per cent of the Panel pay both retainers and fees; 9 per cent pay 
neither. Frequently, companies also pay travel expenses for directors, and fees for extra committee 
or consulting services. Occasionally, fringe benefits, such as profit sharing and insurance, are 


provided. 


that may have serious impact on com- 
pany operations” may include, ac- 
cording to some panelists, such mat- 
ters as union contract negotiations 
and “revolutionary” pricing policies. 
A number of men insist that drawing 
the line is up to the president’s judg- 
ment and that no hard-and-fast rules 
are possible. Most agree that, even 
when the president draws the line to 
his own and his board’s satisfaction, 
its location is not easily defined. One 
president applies a hypothetical key 
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Ray R. Eppert Whitley C. Collins 


Burroughs Corporation 
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Northrop Aircraft, Inc. 


test question before deciding: “If I 
were an outside director, is this a 
matter on which I would think the 
board should have been consulted?” 
Another man says he exercises “a 
sixth sense which I believe all chief 
executive officers develop in relation 
to their directors.” 

When any matter is in doubt, of 
course, the president may always sub- 
mit it to the board for decision or 
referral back to management; and ii 

continued on page 65 
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WHITE COLLAR PAY: 
Still Headed Up 


IF THERE ARE any employers who 
have been counting on substantial re- 
lief from the pressure of rising white- 
collar costs as a result of the 1957- 
58 economic slump, they'd better 
wake up and look around. Surveys 
now confirm that the deepest reces- 
sion since World War II was too 
short-lived to do more than tempo- 
rarily slow down the steady annual 
rise in clerical pay. 

“The recession didn’t bite deep 
enough or last long enough to have 
much effect on the office worker’s 
situation,” says one industrial rela- 
tions expert who is in day-to-day con- 
tact with hundreds of personnel peo- 
ple. 

“The quantity has been greater, but 
the quality has been no better,” says 
One personnel director, speaking of 
the flow of job applicants through his 
company’s employment office. *“Those 
who were laid off were the most dis- 
pensable. As a result, we have often 
had to interview more applicants to 
find one good one than we did a 
year ago. 

“Even that situation is changing 
already. Whatever looseness there has 
been in the white-collar labor market 
is darn near over, and there never 
was any noticeable easing up of the 
shortage of secretaries and good ste- 
nographers.”’ 


The trend is up 

Nationwide figures on office work- 
ers are hard to come by, and usually 
outdated by the time they are pub- 
lished. A good indication of trends 
may be found, however, in the annual 
survey of office wages and personnel 
practices of the Commerce and In- 
dustry Association of New York, cov- 
ering an area in which a substantial 
fraction of the nation’s office workers 
are employed. 
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Like the cost of living, clerical earnings have 


kept right on climbing—recession or no recession. 


The Association reported in Au- 
gust that the average New York office 
worker’s earnings, as of June 1, 1958, 
had increased 2.86 per cent since its 
last previous survey in October 1957. 
For 44 out of 58 job classifications, 
the average wage increase was 3.94 
per cent. For eight categories, pay 
was unchanged, and for six there was 
an average decrease of 1.48 per cent. 
An Association representative was 
uncertain of the explanation for the 
six decreased rates—five of them in 
auditing jobs—but suggested they 
might result from an unusual propor- 
tion of newly hired workers receiving 
lower starting rates. 


Raises for clerical help 

Hiring rates have not been cut, 
however, any more than the rates of 
longer-service employees, if the New 
York figures for six key jobs are a 
good criterion (see box). 

The 2.68 per cent increase in aver- 
age New York clerical earnings from 
1957 to 1958 is about equal to the 
increase in 1957 pay over that of 
1956. (The Federal Reserve Bank of 
New York estimated office and pro- 
fessional workers’ earnings went up 
5.4 per cent in the earlier year, but 
its figure for 1958 has not yet been 
arrived at.) 


Pay for Six Key Jobs 
in New York City 


Hiring rates Median pay 








Position 1957 1958 1957 1958 
Messenger ..$47 $48 $50 $5I 
ov. Clerc .... SO $2 5. 
Sr. typist.... 60 60 61 54 
Sr. steno. 62 69 69 70 
Sec’y-steno 7 71 77 80 
Secretary ... 79 80 86 90 


The Bureau of Labor Statistics of 
the U.S. Department of Labor, in a 
mid-Summer bulletin based on a New 
York area survey in April of this 
year, showed women clerical work- 
ers’ standard weekly earnings up-3.5 
per cent from the previous April, as 
against a 5.2 per cent rise in the pre- 
vious year. They did not do so well as 
other classifications, according to the 
BLS: pay of industrial nurses was up 
4.7 per cent this year; of skilled main- 
tenance men, 4.3 per cent; and of 
unskilled male plant labor, 4.6 per 
cent. The BLS uses standard weekly 
salaries for clerical workers and 
nurses, straight-time hourly earnings 
for others. 


Non-clerical rates higher 


Hourly paid workers outdid women 
clerical workers (the BLS gives no 
separate figures for male clerical 
workers) in areas other than New 
York, as well. In Memphis, Tenn., 
the BLS found that women clerical 
workers boosted their earnings 2.4 
per cent, against 6.3 per cent for 
skilled maintenance men and 4.5 per 
cent for unskilled plant labor. In the 
Los Angeles-Long Beach area, it was 
3.3 per cent for the clerical workers 
against 5.3 per cent for skilled main- 
tenance men and 5.2 per cent for un- 
skilled plant labor. In Portland, Ore.., 
the corresponding rates of increase 
were more nearly equal: 5.1 per cent 
for women clerical workers, 5.8 per 
cent for skilled maintenance men, and 
5.2 per cent for the unskilled. 

A couple of factors do not show 
up, however, in these percentages. 
Loss of overtime, more common 
among hourly paid workers, is not 
shown, nor its the loss of pay inflicted 
by shorter work weeks or layoffs, 
both practices more common in the 

continued on page 56 
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Companies are talking bedrock 


economics more firmly and factually 
than ever. Objective: To make 
employees more aware of what's 
required to make jobs secure, 
and to soften unreasonable de- 
mands at the bargaining table. 


OPERATIONS MEN at Gladding, McBean, Los Angeles, discuss pre-bargaining strategies. 


ROBERT NEWCOMB and MARG SAMMONS 


DON’T SHAKE hands with a man- 
agement bargaining representative 
these days—he’s apt to crush a bone. 
[hat metallic glint in his eye is real 
steel. 

He is symbolic of the new front 
which management is beginning to 
adopt, not only in the bargaining 
tournaments with the labor unions, 
but in the preliminary conversations 
in which management has suddenly 
found a new voice. He is symbolic of 
the new management insistence that 
employees, as well as the union rep- 
resentatives at the bargaining table, 
be told the cold facts of economic 
rises and declines. 

The recession is entitled to some 
of the credit for management’s new 
candor. Employees—constantly re- 
minded by the labor press of manage- 
ment’s bottomless reservoir of plenty 
—found themselves faced with the 
sobering realities of short work weeks, 
layoffs, and plant shutdowns. 

Many employees discovered, tar- 
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dily, that what management had been 
telling them about competition, infla- 
tion, profit, the need for quality, and 
the importance of the customer had 
more than a grain of truth in it. It 
took the recession to bring the picture 
into focus. 

Many employees have learned also, 
to their dismay and discomfort, that 
union appraisals of the American 
economy have not been altogether 
accurate. For the first time in ten 
years Or more, management realizes 
it has the employee's ear, and it is the 
intention of at least some to pour 
something into it. 


The buttoned lip 

Only a few years ago it was un- 
usual to find in either the oral or 
printed communications of manage- 
ment any reference to impending 
negotiations. The topic was taboo 
more as a result of tradition than 
common consent. The labor press, of 


course, imposed no such restraints on- 
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itself. It talked freely of its demands, 
promised new and gratifying con- 
quests for the membership, and prac- 
tically notarized the company’s abil- 
ity to pay. Management, meanwhile, 
clung to its conviction that the place 
for bargaining was at the bargaining 
table—and nowhere else. 

Certain managements today are 
asking, “Is it?” Some are taking the 
stand that management triumphs at 
the bargaining table are in direct ratio 
to the amount of effort and energy 
management puts into its pre-bargain- 
ing activities. This effort and energy, 
it is maintained, should not be con- 
fined to the few hours before negotia- 
tions. On the contrary, it should be 
expended around the clock, over the 
year. There is no better time than 
now, they add grimly, to begin. By 
way of example, at Gladding, McBean 
& Company, Los Angeles, manage- 
ment begins to plan for the next 
negotiations before the ink is dry on 
the contract. 
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GLADDING, McBEAN bargaining team scans notebook used in preparing for negotiations. 


Management bargaining representa- 
tives go into session, as a rule, at least 
reasonably well armed with facts and 
figures. Yet, because the unions make 
bargaining strategy and tactics their 
full-time job, management finds itself 
(in the words of H. K. Swenerton, 
Gladding, McBean vice president) 
“outplanned, outgunned, outmanned, 
and outmaneuvered.”’ Meanwhile, the 
rank-and-file employee remains un- 
aware of the scope of the conflict and 
has few facts other than those sup- 
plied by the labor press. 


Inflation made easy 


It is this chasm of ignorance mod- 
ern management is seeking to fill with 
hard fact and sensible business philos- 
ophy. “Stop this wage-price leapfrog!” 
is the straightforward appeal in the 
publication for employees of Nuclear 
Products—Erco Division of ACF In- 
dustries at Albuquerque, N.M. This 
is no lofty, academic discussion of the 
evils of inflation—it’s a to-the-point 
analysis of cause and effect, with 
homespun examples of what another 
round of wage-price increases will 
mean to employees anywhere. 

The Sherwin-Williams Company, 
Chicago, is currently publishing in its 
employee journal a series of bedrock 
articles on “how to. beat higher 
prices.’ In Akron, editors of the B. F. 
Goodrich tabloid solicited a feature 
article on wages and employment 
from the company’s director of busi- 
ness research. 
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Caterpillar Tractor Company, Pe- 
oria, Ill., put the problem of inflation 
squarely up to the union, and, by pub- 
lishing it in the employee paper, in- 
vited employees to appraise the com- 
panys proposal. Labor relations 
manager Roger Kelley put it this way 
to company employees: “Our pro- 
posal considers most carefully the 
need to fight inflation and the reces- 
sion and the need to return our laid- 
off people to work at the earliest pos- 
sible time. With the importance of 
these objectives, we believe that em- 


ployees will want to be well informed 
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on the company’s proposal. It is for 
this reason that we are explaining it 
extensively in this issue. . . . The 


1958 demands of the union are com- 
pletely unrealistic, and their cost is 
utterly fantastic. Instead of fighting 
the recession and speeding the recall 
of laid-off employees, these demands 
—if granted—would have exactly the 
opposite effect.” 


A time for candor 

Because employees during the re- 
cession wanted to hear what was on 
management's mind, Goodyear step- 
ped up the pace and candor of its 


messages. Recently President E. J. 
Thomas “broke” a large editorial on 


the first page of the employee paper, 
called it ““The Business Outlook,” and 
indulged in a fine bit of management 
shot-calling. 

Recently Brunswick-Balke-Collen- 
der, Chicago, faced negotiations at 
one of its plants. To give the em- 
ployees managements view of the 
situation, B. E. Bensinger, president, 
addressed a special letter to employ- 
ees in the company publication. “Now 
is the time for all of us,” he wrote, 
“to consider the facts of the past thir- 
teen years, in order to judge fairly 
how our company has contributed to 
the better living of all its employees.” 
In simple, graphic style in three pages 
following, it was shown what the com- 
pany had added to the community 
economy in wages and salaries, 
the pl: int was opened, and precisely 
what employees receive in wages, 


since 


continued on page 80 
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and to soften unreasonable de- 


mands at the bargaining table. 


OPERATIONS MEN at Gladding, McBean, Los Angeles, discuss pre-bargaining strategies. 


ROBERT NEWCOMB and MARG SAMMONS 


DON’T SHAKE hands with a man- 
agement bargaining representative 
these days—he’s apt to crush a bone. 
[hat metallic glint in his eye ts real 
steel. 

He is symbolic of the new front 
which management is beginning to 
adopt, not only in the bargaining 
tournaments with the labor unions, 
but in the preliminary conversations 
in which management has suddenly 
found a new voice. He is symbolic of 
the new management insistence that 
employees, as well as the union rep- 
resentatives at the bargaining table, 
be told the cold facts of economic 
rises and declines. 

The recession is entitled to some 
of the credit for management’s new 
candor. Employees—constantly re- 
minded by the labor press of manage- 
ment’s bottomless reservoir of plenty 
—found themselves faced with the 
sobering realities of short work weeks, 
layoffs, and plant shutdowns. 

Many employees discovered, tar- 
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Battling machine wear 
is no longer the exclusive 
province of the lowly 
grease monkey. Today, to 
protect its investments 
in costlier, more complex 
production equipment, top 
management itself is getting 


into the maintenance act. 


dily, that what management had been 
telling them about competition, infla- 
tion, profit, the need for quality, and 
the importance of the customer had 
more than a grain of truth in it. It 
took the recession to bring the picture 
into focus. 

Many employees have learned also, 
to their dismay and discomfort, that 
union appraisals of the American 
economy have not been altogether 
accurate. For the first time in ten 
years Or more, Management realizes 
it has the employee's ear, and it is the 
intention of at least some to pour 
something into it. 


The buttoned lip 

Only a few years ago it was un- 
usual to find in either the oral or 
printed communications of manage- 
ment any reference to impending 
negotiations. The topic was taboo 
more as a result of tradition than 
common consent. The labor press, of 


course, imposed no such restraints on 


DUNS 


itself. It talked freely of its demands, 
promised new and gratifying con- 
quests for the membership, and prac- 
tically notarized the company’s abil- 
ity to pay. Management, meanwhile, 
clung to its conviction that the place 
for bargaining was at the bargaining 
table—and nowhere else. 

Certain managements today are 
asking, “Is it?” Some are taking the 
stand that management triumphs at 
the bargaining table are in direct ratio 
to the amount of effort and energy 
management puts into its pre-bargain- 
ing activities. This effort and energy, 
it is maintained, should not be con- 
fined to the few hours before negotia- 
tions. On the contrary, it should be 
expended around the clock, over the 
year. There is no better time than 
now, they add grimly, to begin. By 
way of example, at Gladding, McBean 
& Company, Los Angeles, manage- 
ment begins to plan for the next 
negotiations before the ink is dry on 
the contract. 


Modern Industry 


VALUABLE weap- 
on in the war on 
wear: a Linde 
flame-plating gun 
in action shoot- 
ing particles of tungsten 
carbide or aluminum ox- 
ide on to a metal part. 
A hard coating increases 
service life of wearing 
parts up to 500 per cent. 











GLADDING, McBEAN bargaining team scans notebook used in preparing for negotiations. 


Management bargaining representa- 
tives go into session, as a rule, at least 
reasonably well armed with facts and 
figures. Yet, because the unions make 
bargaining strategy and tactics their 
full-time job, management finds itself 
(in the words of H. K. Swenerton, 
Gladding, McBean vice president) 
“outplanned, outgunned, outmanned, 
and outmaneuvered.” Meanwhile, the 
rank-and-file employee remains un- 
aware of the scope of the conflict and 
has few facts other than those sup- 
plied by the labor press. 


Caterpillar Tractor Company, Pe- 
oria, Ill., put the problem of inflation 
squarely up to the union, and, by pub- 
lishing it in the employee paper, in- 
vited employees to appraise the com- 
panys proposal. Labor relations 
manager Roger Kelley put it this way 
to company employees: “Our pro- 
posal considers most carefully the 
need to fight inflation and the reces- 
sion and the need to return our laid- 
off people to work at the earliest pos- 
sible time. With the importance of 
these objectives, we believe that em- 
ployees will want to be well informed 


der, Chicago, faced negotiations at 
one of its plants. To give the em- 
ployees management's view of the 
situation, B. E. Bensinger, president, 
addressed a special letter to employ- 
ees in the company publication. “Now 
is the time for all of us,” he wrote, 
“to consider the facts of the past thir- 
teen years, in order to judge fairly 
how our company has contributed to 
the better living of all its employees.” 
In simple, graphic style in three pages 
following, it was shown what the com- 
pany had added to the community 
economy in wages and salaries, 
the plant was opened, and precisely 
what employees receive in wages, 


since 


continued on page 80 








Inflation made easy 

It is this chasm of ignorance mod- 
ern management is seeking to fill with 
hard fact and sensible business philos- 
ophy. “Stop this wage-price leapfrog!” 
is the straightforward appeal in the 
publication for employees of Nuclear 
Products—Erco Division of ACF In- 
dustries at Albuquerque, N.M. This 
is no lofty, academic discussion of the 
evils of inflation—it’s a to-the-point 
analysis of cause and effect, with 
homespun examples of what another 
round of wage-price increases will 
mean to employees anywhere. 

The Sherwin-Williams Company, 
Chicago, is currently publishing in its 
employee journal a series of bedrock 
articles on “how to. beat higher 
prices.” In Akron, editors of the B. F. 
Goodrich tabloid solicited a feature 
article on wages and employment 
from the company’s director of busi- 
ness research. 
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Guarding Your Equipment Investment-A Management Checklist 


™ Does one man have responsibility for lubrication and 
anti-wear measures in equipment and/or vehicles? Is he a 
lubrication specialist? (A good rule of thumb: hire one if 
maintenance costs are over $100,000 annually.) 

>. Are careful records kept to insure compliance with lubri- 
cation specs and schedules? 

maintenance card, including lubrication re- 
each machine or vehicle? 


Is there a 

quirements, on 
. Do your maintenance people keep good records on re- 
placement of wearing parts? (You may have an excessive 
wear problem and not know it.) 
Is your plant subject to considerable machine downtime 
because of manual lubrication methods? (Many types of 
machines must be stopped for manual lubrication under 
stringent safety rules. ) 

Have scrap rates increased lately? (Too much wear low- 
ers machine accuracy; poor lubrication makes machines run 
erratically. ) 


Must machines be disassembled for lubrication? (Modern 


simplification? (Annual essential, and semi- 


annual is recommended. ) 


checking is 
[] Are lubricants exposed to air? (Wherever possible, lubri- 
cants should be transferred directly from shipping container 
to wear point to avoid dirt contamination. ) 

[] Are bearings over-lubricated? (It takes amazingly little 
oil to lubricate a bearing. Most of the damage to small elec- 
tric motors in industry is done by over-lubrication. ) 


} Do your maintenance men routinely change the type of 
lubricant when a bearing fails, or do they make a thorough 
investigation of the failure? (There are dozens of reasons 
for bearing failure, the most prominent being overloading 
and dirt.) 

Are lubricants stored indoors where there is less chance 
of contamination? Is the storage room kept clean, suitably 
drained, and made of fire-resistant materials? 


Are the older lubricants used first? 


Are lubrication men encouraged to report potential trou- 
ble spots to the maintenance force? 
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Battling machine wear 
is no longer the exclusive 
province of the lowly 
grease monkey. Today, to 
protect its investments 
in costlier, more complex 
production equipment, top 
management itself is getting 


into the maintenance act. 


Industry’s 


WEAR IS a chain reaction. If it gets 
out of hand, it can flash into an eco- 
nomic explosion right in manage- 
ment’'s lap. At the least, this can mean 
replacement of costly parts and short- 
ened equipment life; at worst, profit- 
eating downtime on some key pro- 
duction machine, collapse of a giant 
construction crane, or a disastrous 
wreck of a truck or freight train in 
which human lives may be lost. And 
long before any such explosion oc- 
curs, machine wear—the greatest en- 
emy of accuracy—may be causing 
higher scrap losses in the factory. 

That’s why management, particu- 
larly in manufacturing companies, 
has been taking a more active role in 
industry's war on wear. Today’s fast- 
er, more compact, increasingly auto- 
mated, and often staggeringly costly 
machinery calls for careful design, 
specification of the toughest materials, 
and the best anti-wear and automatic 
lubrication devices, to free main- 
tenance, as far as possible, from hu- 
man error. In progressive companies, 
management has taken the lead in 
demanding this modern equipment, 
46 
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VALUABLE weap- 
on in the war on 
wear: a Linde 
flame-plating gun 
in action shoot- 
ing particles of tungsten 
carbide or aluminum ox- 
ide on to a metal part. 
A hard coating increases 
service life of wearing 
parts up to 500 per cent. 


MELVIN MANDELL, Industrial Editor 


even if it costs more at first. Here, 
more than in any other area of plant 
and vehicle maintenance, an ounce 
of prevention saves pounds of cure. 
Yet the prevention must be intelli- 
gently weighed out to conserve dol- 
lars under today’s profit pinch. 


Starting from specs 

As a result of the continuing shift 
in anti-wear responsibilities from the 
plant maintenance force to the origi- 
nal equipment designer, management 
is getting involved in the war on wear 
at the specification stage. Since the 
top management of practically every 
company is heavily involved in any 
Capital equipment purchases, it must 
make sure that the best anti-wear de- 
vices have been designed into equip- 
ment. Particularly when capital is 
hard to come by, plant management 
may be tempted to ease the budget 
problem by skimping on anti-wear 
devices in equipment specifications. 
But this is almost certain to be false 
economy. 

And in that substantial portion of 
industry which is obliged to design 
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and frequently to build its own spe- 
cial production machinery and as- 
sociated materials handling equip- 
ment, management’s involvement is 
even more immediate. Without the 
incentive of competition, company 
designers must be carefully checked 
and encouraged by management to 
utilize the latest anti-wear measures. 

It's top management, too, that has 
the final responsibility for choosing 
among lubrication systems that affect 
plant construction and layout. Long 
before a new plant is put up or an 
old one rebuilt, management has to 
decide between individual automatic 
systems for each machine or complex 
lubrication systems serving more than 
one machine. For a long time the 
complex systems, which call for less 
care and cost per machine, were fa- 
vored. Today, the automatic system 
for each machine is the preferred 
choice. Besides reducing the risk of 
spreading fire, individual system’ of- 
fer greater flexibility if a change in 
machine layout is desired. It’s a lot 
harder to disconnect and move a 
machine tied into a central system. 


industry 

















Guarding Your Equipment Investment-A Management Checklist 


~] Does one man have responsibility for lubrication and 
anti-wear measures in equipment and/or vehicles? Is he a 
lubrication specialist? (A good rule of thumb: hire one if 
maintenance costs are over $100,000 annually.) 

Are careful records kept to insure compliance with lubri- 
cation specs and schedules? 

| Is there a maintenance card, including lubrication re- 
quirements, on each machine or vehicle? 

-) Do your maintenance people keep good records on re- 
placement of wearing parts? (You may have an excessive 
wear problem and not know it.) 

} Is your plant subject to considerable machine downtime 
because of manual lubrication methods? (Many types of 
machines must be stopped for manual lubrication under 
stringent safety rules. ) 

Have scrap rates increased lately? (Too much wear low- 
ers machine accuracy; poor lubrication makes machines run 
erratically. ) 

Must machines be disassembled for lubrication? (Modern 
practice is to eliminate inaccessible wearing points. ) 

Do your machinery purchasers insist on central lubri- 
cating systems, sealed or self-lubricating bearings and wear- 
resistant parts for new machines, where practicable? 

‘} Are there safety interlocks between the central system 
and all machines serviced by it? 

Do your maintenance men avail themselves of the field 
services Of machinery, bearing, and lubricant suppliers? 
(Most of it’s free and usually not linked to a sales pitch.) 
-} Are manufacturer’s specs on lubricants for every new 
machine or vehicle checked against current stocks of lubri- 
cants for equivalents? 

[] Do your operating personnel buy lubricants by price 
only? (A very dangerous practice, considering the low cost 
of lubricants as compared to the total cost of machines. ) 


Are lubricant stocks checked at regular intervals for 


simplification? (Annual checking is essential, and semi- 
annual is recommended. ) 

Are lubricants exposed to air? (Wherever possible, lubri- 
cants should be transferred directly from shipping containe: 
to wear point to avoid dirt contamination. ) 

(}| Are bearings over-lubricated? (It takes amazingly little 
oil to lubricate a bearing. Most of the damage to small elec- 
tric motors in industry is done by over-lubrication. ) 

|} Do your maintenance men routinely change the type of 
lubricant when a bearing fails, or do they make a thorough 
investigation of the failure? (There are dozens of reasons 
for bearing failure, the most prominent being overloading 
and dirt.) 

Are lubricants stored indoors where there is less chance 
of contamination? Is the storage room kept clean, suitably 
drained, and made of fire-resistant materials? 


Are the older lubricants used first? 


_] Are lubrication men encouraged to report potential trou- 
ble spots to the maintenance force? 

|] Are grease-gun fittings standardized, or is a multiplicity 
of grease guns required? 


Are lubrication lines well secured and located so as to 
discourage their use as ladders or stepping points for oper- 
ating Or maintenance people? 

) Are old bearings put back after machines are overhauled, 
or are they discarded? (Modern practice its to throw them 
away as a preventive maintenance measure, since they repre- 
sent such a minute part of total equipment cost. ) 


-} Do your maintenance men rebuild worn parts, or is the 
work farmed out to the nearest machine tool builder? (Farm- 
ing out is frequently cheaper, because tool builders have the 
latest rebuilding and hardening equipment. 

|} Do you make frequent, unannounced visits to your plants 
and repair shops? 

_] Have you considered the pros and cons of leased main- 
tenance? 





Considering that under manual lu- 
brication methods it costs about $4 
in labor to apply each $1 worth of 
lubricant, there’s good reason for the 
addition of labor-saving automatic 
lube systems and sealed bearings on 
older manually lubricated equipment. _tiate a move 
But often the lead must come from personal empire 
top management. For one thing, up- 
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grading costs may be high—it’s al- 
ways more expensive to add an im- 
machine than to 
specify it originally. 
considerable strain on an 
old-time maintenance foreman to ini- 
that cuts down on his 


doesn't diminish his responsibility ). 


Upgrading the anti-wear features of 
existing machinery will be 
when your plant is not running full 
blast. 

Management must give special at- 
tention to wear if it’s considering 
embarking on an automation pro- 
it gram. Reliability and long life are, of 


easier 


For another, it 


ven though 
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WEAR, AT WORK WHEREVER there are moving parts, can destroy the costliest equipment, often without advance warning. 
r » 
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THERE'S STILL TIME TO ORDER 
distinctive personalized 


Christmas gifts 


The new Noble Executive line of fine quality 
gifts has been created exclusively for the 
discriminating taste of top management. 
Twenty-seven carefully selected items. 
Engraving the recipient’s name tells him how 
much you appreciate his friendship. For a 
remembrance or a Christmas gift that 

lasts a lifetime, you'll find exactly the 

right gift for those special people. 

Just tell us which items you want and 

the names to be engraved ... that’s all... 
we do the rest. Smartly boxed in holiday 
colors, your gift is mailed directly to the 
friend or business associate with your 
personal greeting. Delivery 

before Christmas is guaranteed 

if order is received by December 15. 


SEND TODAY FOR FREE 
EXECUTIVE GIFT FOLDER 








F. H. Noble & Company 

559 West 59th Street 
F.H. NOBLE & CO. Chicago 21, Illinois 
559 West 59th Street Please send the free folder of 
Chicago 21, Illinois personalized executive gifts. 
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Fourteen 
Important 


Ratios 
in 24 Wholesale Lines 


These ratios, which are compiled annually 
under the direction of Roy A. Foulke, 
Vice President of Dun & Bradstreet, Inc., 
provide a useful though by no means ab- 
solute yardstick for financial self-ap- 
praisal by management. Ratios for retail 
lines appeared in the October issue, and 
those for manufacturers will be published 
next month. 


DEFINITIONS OF TERMS 


THe Ratios he data used are based upon a 
representative sampling with a tangible net worth which 
only occasionally is below $50,000 .. The center 
figure for each of the twelve lines ts the median.: The 
other two figures in each line are quartiles; for each 
ratio they indicate the upper and lower limits of the 
experiences of that half of the concerns whose ratios 
are nearest to the median. When any figures are listed 
in order according to their size, the median ts the middle 
figure (same number of items from the top and the 
bottom) and the quartiles are the figures that are located 
one-quarter and three-quarters down the list. 

COLLECTION PERIOD—The number of days that the 
total of trade accounts and notes receivable (including 
assigned accounts and discounted notes, if any) less 
reserves for bad debts, represents when compared with 
the annual net credit sales. Formula—divide the annual 
net credit sales by 36S days to obtain the average credit 
sales per day. Then divide the total of accounts and 
notes receivable (plus any discounted notes receivable) 
by the average credit sales per day to obtain the average 
collection period. 

CURRENT Assets—Total of cash, accounts and notes 
receivable tor the sales of merchandise in regular trade 
quarters less any reserves tor bad debts, advances on 
merchandise, inventory less any reserves, listed securi- 
ties when not in excess of market. State and municipal 
bonds not in excess of market, and United States 
Government securities 

CURRENT Dep Total of all labilities due within 
one vear trom statement date inciuding current pay- 
ments on serial notes, mortgages, debentures, or other 
tunded debts. This item also includes current reserves 
such as gross reserves for Federal income and excess 
profit taxes, reserves for contingencies set up for specific 
purposes, but does not include reserves for depreciation 

Fixep Assets-—The sum of the cost value of land 
and the depreciated book values of buildings, leasehold 
Improvements, fixtures, furniture, machinery, tools, 
and equipment 

FUNDED Dest— Mortgages, bonds, debentures, gold 
notes, serial notes, or other obligations with maturity of 
more than one year from the statement date 

INVENTORY The sum of raw material, material in 
process, and finished merchandise. It does not include 
Suppiles 
Net Prorits—Profit after full depreciation on build- 
ings, machinery, equipment, furniture, and other assets 
of a fixed nature; after reserves for Federal income and 
excess profit taxes; after reduction in the value of inven- 
tory to cost or market, whichever is lower, after charge- 
offs for bad debts; after miscellaneous reserves and ad- 
justments; but before dividends or withdrawals. 

Net Saces—The dollar volume of business trans- 
acted for 365 days net after deductions for returns, 
allowances, discounts from gross sales 

Net SALes to INVENTORY—The quotient obtained 
by dividing the annual net sales by the statement inven- 
tory. This quotient does not represent the actual physi- 
cal turnover, which would be determined by reducing 
the annual net sales to the cost of goods sold, and then 
dividing the resulting figure by the statement inventory. 

Net WorKING CapitaLt—The excess of the current 
assets over the current debt. 


TANGIBLE Net WortH—The sum of ali outstanding 
preferred or preference stocks (if any) and outstanding 
common stocks, surplus, and undivided profits, less any 
intangible items in the assets, such as good-will, trade- 
marks, patents, copyrights, leaseholds, mailing list, 
treasury stock, organization expenses, and underwriting 
discounts and expenses. 

TURNOVER OF TANGIBLE Net WortTH—The quotient 
obtained by dividing annual net sales by tangible net 
worth. 

TURNOVER OF Net WorRKING CapPITaAL——The quotient 
obtained by dividing annual net sales by net working 
capital. 
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Net Fixed Current Total Inven- Funded 


Current Net profits Net Net Net Net assets debt debt tory Current debts 
Li f Busi assets profits ontan- profits sales to sales to Collec- sales to to to to debt to 
ine 0 siness to on gible on net tangible net tion to tangible tangible tangible net to net 
(and Number of Businesses) current net net working net working period inven- net net net working inven- working 
debt sales worth Capital worth capital tory worth worth worth capital tory capital 
Times Percent Percent Percent Times Times Days Times Percent Percent Percent Percent Percent Per cent 


FOR 24 WHOLESALE LINES—1957 MEDIANS AND OL ARTILES 





Automobile Parts 3.15 2.05 635 9.49 3.19 4.63 34 4.5 13.1 36.2 649 88.6 55.8 18.9 

& Accessories (175) . 8 | 7 : 

Baked Goods (49) 1.89 2.01 9.49 33.64 5.00 18.57 12 25.5 69.4 27.4 57.9 73.6 144.1 106.8 
Cigars, Cigarettes 2.21 0.33 4.81 6.47 13.27 17.55 17 4270 US 635 77.5 740 1145 19.6 
& Tobacco (85) : ae . «i a 4 7 >A iy ie a aa 
+o . 4 7.48 11.29 12.43 | 1.3 5) 5 83 
Confectionery (22 2.93 0.95 7.22 7.799 7.99 964 25 163 81 391 27.5 79.9 72.7 14.1 
Drugs & Drug 2.42 2.36 10.65 11.41 5.57 683 31 6.6 13.0 64.0 795 892 75.6 18.6 
Sundries (69) 10? 1 Od £ Ww 2 14 4 48 ait 1< < 9 Of Te IQ < : 1 < L1) & 
6.0 11 917 10.58 6.08 7.42 5 WT 7 5.3 7.5 34.7 
Dry Goods (156) 3.17 1.07 3.96 4.54 4.17 4.71 49 6.2 48 38.2 61.8 68.6 65.8 17.4 
Electrical Parts 4. p43 [U.82 19.25 6.81 8.97 3 7 59 Ie 56) Te = 
| 5 5 

& Supplies (129) 2.79 1.29 4.85 6.26 4.60 5.86 42 6.2 10.4 43.4 66.6 75.7 82.5 12.8 
get 2.77 0.60 6.67 9.02 10.25 15.80 15 66.7 185 34.9 122.5 28.9 201.9 50.9 

Produce, Fresh (50) \@ rr . 4.6 <Oo1 1°90 - ' a x 
Furnishings, Men’s (31) 2.76 2.18 6.70 8.52 2.65 3.38 43 5.1 4.0 50.8 74.1 69.9 74.0 14.9 
Gasoline, Fuel Oil, & 7 P 3 3.4 -=.4 | | « | « 

Tubricating Oil (42) 1.98 1.03 8.62 14.00 6.23 14.07 3618.2 40.2 41.8 71.2 55.0 151.5 36.0 
Groceries (255) 2.81 0.72 6.79 8.51 857 10.71 15 109 14.4 47.6 881 98.2 55.8 22.8 
Hardware (200) 3.92 1.47 4.39 543 3.02 3.62 33 41 14.0 295 542 83.9 405 20.5 
Hosiery & aoe L353 9.62 6. | % R 

i 3.58 0.64 2.64 2.71 4.62 4.90 43 52 3.7 38.2 76.0 65.1 
Household Appliances, 2.18 0.82 5.02 5.67 5.91 6.32 40 65 95 74.6 103.9 91.5 89.6 22.3 

Electrical (100) e + . + we 447 aa a , ¥ ge 
Iron & Steel Sheets, Strips, on <A <6./1 = 1. =4 14. 45 ye PP oe 

Bars & Plates (60) 3.85 2.68 7.75 12.78 3.27 4.38 32 5.7 23.1 29.0 71.3 82.1 50.9 23.8 

es La 1? QO] 1347 6 90 +3 42 ey, in 4 , 3 tT iq ’ ¥ 
Lumber (91) 3.49 1.39 6.93 887 4.98 7.25 42 76 108 28.9 91.5 66.6 75.9 34.7 
Lumber 6.1 04 6.92 Be +. 80 6.33 »Y Rf rs x << 5 3 
ae | 5 2 2 

Building Materials (87) 336 130 3.46 457 3.37 492 43 52 204 30.8 63.1 70.2 63.2 23.7 
Meat and Poultry (39) 2.29 0.77 7.36 15.25 9.51 19.77 17 38.1 22.8 57.7 S81 543 1314 33.8 
Paints, Varnishes >. ) ere 6 2).2/ *. 01 >. | a4 30). - 

S tvcnaan an 3.44 2.32 6.72 7.61 3.30 3.69 42 58 17.9 33.6 45.3 768 60.1 26.2 
Paper (133) 2.99 1.19 621 7.51 504 6.37 32 78 10.9 42.9 686 79.5 75.8 18.7 
Plumbing & 2.94 4.81 “> : : : = 

Heating Supplies (156) 3.45 1.09 3.86 4.43 3.72 4.38 45 5.9 14.7 306 59.2 12 47.9 16.7 
Shoes, Men’s, Women's & y : te a: . 5 ~ 

Children’s (54) 2.15 0.64 1.94 4.27 407 461 53 7.6 4.6 72.4 101.8 69.3 105.9 17.6 
Wines & Liquors (44) 2.12 1.05 7.02 9.26 5.74 8.51 28 6.9 14.6 62.4 130.9 88.2 90.6 13.7 
Womenswear, Coats, | aoe . “ < 3 se 7 . 

Suits & Doeuecen (32) 2.57 0.35 1.44 1.67 4.12 5.67 $8 74 71 S19 113.8 43.9 185.7 41.5 
Sein WHOLESALE GROCERS, BY SIZE (TANGIBLE NET WORTH) CLASSES—MEDIANS ONLY 

Under $200,000 2.56 0.43 4.62 5.59 8.26 9.62 15 9.6 11.6 54.3 105.6 107.2 608 15.8 
1957 $200,000-$500,000 3.27 0.92 6.88 8.71 7.56 10.90 15 10.2 13.6 35.2 800 93.9 Si.1 25.0 
Over $500,000 2.67 0.71 8.17 11.65 13.32 17.29 15 128 16.6 50.1 87.3 100.1 58.4 24.5 
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4 \LP-Gas Containers from One Pound to 30,000 
Gallons. This Hackney statement quickly sums up 
the completeness of Hackney service to the LP- 
Gas industry. The larger photo shows a 30,000- 
gallon LP-Gas storage tank in use. The tiny one- 
pound cylinder (inset) fuels a plumber’s torch. 


Airing a Hackney Family Affair. These strong, light- 
weight, steel air receivers are popular members 
of the Hackney family of quality products. They 
are made by the Hackney cold drawn process, and 
have only one welded circumferential joint. Thou- 
sands are used in original equipment manufacture. 


é 


a Over-the-Shoulder View of Welder at Work. A welder in our Downing- 
town Iron Works Division makes a weld on the aluminum shell of a 54” 
O.D. heat exchanger. At Downingtown, many exacting procedures have 
been developed for welding aluminum; carbon steel; various types of 
stainless steel; stainless, nickel and Monel clad steel; and numerous alloys. 





Changing views of never-changing 
Hackney standards of quality 


Light, Lissome and Long-Lived! Hackney deep 
drawn cylinders for high pressure service 
are lightweight, smooth-surfaced, pass all 
safety tests, and lead long, economical lives. 
Used for shipping such compressed gases as 


The Miracle of Stainless Steel provides pro- 
tection against contamination for the safe 
shipment of miracle chemicals. Hackney 
stainless steel drums are lightweight and 
sturdy returnable shipping containers. Have 


Hackney Quality Down on the Farm. Smooth 
power, fewer lube oil changes, less engine 
maintenance, and, frequently, lower fuel 
costs. Farmers find these are the big advan- 


tages of using LP-Gas to fuel their tractors. 
Above are Hackney LP-Gas fuel tanks as 
supplied to leading tractor manufacturers. 


seamless chimes and smooth interiors that 
are easily cleaned between shipments. 


Pressed Steel Tank Company, 1465 S. 66th St., Milwaukee 14, Wis. 


Pressed Steel 





oxygen, hydrogen, nitrogen, helium, argon, 
carbon dioxide, and liquid chlorine. 


Manufacturer of Hackney Containers 
for Gases, Liquids and Solids 





Heat Transfer Equipment 
Steel and Alloy Plate Fabrication 
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‘We only get out five mailings a year—but in a small 
office like this, those mailings used to murder us! We had 
to take girls off their regular jobs, use bookkeepers and 
even salesmen to stuff envelopes. It raised cain 
with our work, and it took a week to get things back 
to normal. That small Pitney-Bowes Folding & 
Inserting Machine was a lifesaver around here 
and paid for itself in no time.” 





The new Model 3300-FH, a low-cost unit designed for 
the smaller office, folds and inserts in 
envelopes single enclosures at speeds up 
to 4,000 an hour. It handles practically 
anything—checks, letters, cards, 
invoices, bulletins, even sheets stapled 
together. Multiple enclosures are taken care 
of by extra runs through the machine. It does 
away with costly hand folding and inserting. 

It is set without tools and is so easy to operate, any 
girl can learn to use it in minutes. Has automatic feed. 





Automatic stoppage for faults prevents jamming or tearing. 
The **3300-FH” is so convenient, such a work saver, and 
disposes of mailings so rapidly ... that even with only 
occasional use it shows worthwhile savings in any office. And 
it permits far wider use of the mails to promote your product 
or service. Call the nearest Pitney-Bowes office for details. Or 
send coupon for free illustrated literature, and “case studies”. 





FREE: Handy Desk or wall chart of new postal % 
rates with parcel post map and zone finder. ST y 






Model 3100 with six optional stations, <— 
inserts up to six enclosures at speeds 10 « 

6,000 an hour. Offers optional hookup with 
a PB postage meter mailing machine. Vy ty 









& 


PITNEY-BOWES Folding 
= & Inserting Machines 





U.S. and Canada, with nationwide service coast to coast. 






prob! 


Made by the originator of the postage meter... 107 offices in the 
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The **3300" (shown 

with Pitneyv-Bowes 
FH foiding machine) 

combines with any 
PB folder, or can be 
used by itself as 
an inserter. 


< 


. 
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Other advantages of the 3300-FH 


@ Only nationally sold and serviced combined 
folder and inserter on the market. 

@ The 3300, as an inserter by itself, is the 
lowest priced inserter available. 

® Handles enclosure sizes (after folding) up to 
87s by 5% inches. 

® Automatic feed with continuous load, sfops 
fo prevent jamming or tearing. 


a Se eae aGeeagantnanee aa aa a ae a a ae ae ae ee ee oe oe 
| x 
- PITNEY-Bowes. INC - 
s 1560 Crosby St.. Stamford. Conn. t 
Py $ 
8 Send free illustrated booklet and case - 
, ays | . 
g studies on PB Folding & Inserting Machines, ' 
: Postal Rate Chart. - 
a ’ 
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Now! Easier to clean oven...plated with Nickel under chrome 


colors, snap-up product appearance. . 

to give your products a “come-buy-me” 
look. Its durability and easy-to-clean sur- 
face can help you earn a warm spot in 


Women have a warm spot in their hearts 
for the manufacturer of this new oven. 
He offers them an oven that’s easier to 
clean, an oven that assures even baking 
. an oven with a lustrous chrome inte- 
rior that will stay bright and gleaming. 
Tough, durable Nickel plating is used 
underneath the chrome to protect it from 
nicks and scratches. To keep the base 
metals from corroding. To provide a 
smooth, bright-metal foundation for a 
mirror-smooth, easier-to-clean finish. 
Nickel plating under chrome can help 
you sell your products, too. Use it as an 
accent to styling. As a way to enhance 


your customer s heart. 
For more information on how Nickel 
plating can help you, Mr. Manufacturer 
write for “Practical Answers to 40 
Practical Questions about Nickel Plat- 
ing’. The International Nickel Company, 
Inc., New York 5, N. Y., Dept. 182G. 


, Inco Nickel 


makes metals perform better, longer 


4». 
NCO, 


Nickel plating ... under chromium .. . over 
steel: that’s how a quality finish is built up. 
Chromium gives you gleaming beauty. Nickel 
makes the beauty last. And lasting beauty 
can help sell your product. ©1958,7.1.N.Co., Inc. 
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Inside Industry 





New methods, materials, and equipment 


R&D Budgets Still Climbing 


ALSO: Mechanized Warehousing; Facts on Rival Plastics 


CONTINUING a long-term trend, re- 
search and development budgets for 
1958 are up 4 per cent over last year, 
despite the now receding recession. 
However, the increase was not uniform, 
and six industries out of 24 showed a 
decline, according to an American 
Management Association survey of 800 
companies. 

Among the gainers, fourteen manu- 
facturers of transportation equipment 
reported the greatest average increase 
in R&D budgets, 26 per cent. Nine 
makers of construction machinery re- 
ported the greatest decline—I5_ per 
cent, on the average, The largest group 
surveyed, 209 companies in the chemi- 
cal industry, averaged a 10 per cent 
gain. Among all the companies sur- 
veyed, the R&D budget averaged 2.8 
per cent of sales, ranging from 5.2 per 
cent in the instruments industry to | 
per cent in the steel, oil, and paper 
industries. 


Effortless Order Picking 


Taking advantage of a move to a 
plant in 


new Parsippanny, N.J., the 


S : : e SSaRS = : 3 " 


Pacquin-Leeming Corp. specified a new 
warehousing and order-picking scheme 
that cut space requirements from 9,600 
to 2,800 square feet, reduced personnel, 
and resulted in greater accuracy. Iwo 
order pickers now stand between the 
gravity-feed carton racks on one side 


and “Palletflo” racks on other, with 
conveyers running down the middle 


(see photo below). The equipment was 
constructed by the M-H Standard 
Corp., Jersey City, N.J. 

The order picker just slides the cor- 
rect cartons off the racks and pallets 
on to the conveyer, which takes them 
to a pallet at the truck loading dock. 
When a pallet is empty, a lever mech- 
anism drops it under the Palletfio rail 
back to the rear (see photo, page 54). 
The same fork-lift trucks that load the 
Palletflo from the rear then return the 
empty pallets to the factory floor for 
reloading. 

At the former plant, loaded pallets 
were arranged on the floor of the old- 
er, much larger warehousing area. To 
fill an order, order pickers walked an 
average of 110 feet, compared with the 
25 feet now required. The new system 





> a 


ORDERLY ORDER PICKING: A compact, gravity-fed order-picking system has cut space 


needs by more than two-thirds and upped efficiency at new Pacquin-Leeming plant. 
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NOW ...in duplicating 
THE BEST COSTS THE LEAST 
NEW Model 76A 

Vlatk LT, 
CONQUEROR 


wu =), 














PUSH-BUTTON ELECTRIC 
SPIRIT DUPLICATOR WITH 


Improved Features 
AT LOWEST PRICES EVER 


1493 Authorized Dealers across the 
U.S. A. and Canada offer these amazing 
new Conquerors ... now better than 
ever with these important operating im- 
provements, the result of Heyer’s 55 
years of duplicator know-how: 








New Feed Table 
Advanced design 
eliminates side 


improved Counter 
... direct drive — 
On greoter accuracy, 


+ top visibility, easy 


to re-set 





Feed Tension Control 
assures non-skip feeding — 
thin papers to post cards. 


Adjustable Feed Wheels 
grip paper at ovter edges, 
give positive performance 


Many other outstanding features such 
as Copy Positioner Control, Nylon 
Gears, Visible Fluid Supply, Sure Fluid 
Control (no pumps), and Automatic 
Start-Stop on electric Conquerors offer a 
combination that’s unmatched. Don't 
confuse them with photocopy machines 
... Conqueror Duplicators print 110 
clear, sharp copies per minute... in 
1 to 5 colors at once... of anything typed, 
drawn or written on a spirit master. . 
at a fraction of a cent per copy! 


$2145° 


MODEL 70 —Hand Operated with a! 


features exceot electric drive 
os 
MODEL 76A-Electric, Automatic $29950° 
Start-Stop (illustrated) - — 


MODEL 76B8-Automatic Electric with 


> 
. sS 50 
11° and 14” cylinder stop selector. , 324 — 


*Pius F.E.T. Prices slightly higher in Canada 


r 
The HEYER Corporation, 








+ 
! ! 
1 1848 S. Kostner Ave., Chicago 23, Ill. i 
| ! 
Without obligation, please | 
| Send Free Brochure on Heyer | 
’ Mark IIT Conqueror Duplicators | 
.l Arrange Free Demonstration 
! ! 
i NAME = — seis - 
en —_ ; ; 
ADDRESS enema 
| 
a STATE 
Lnahepanssistapastindanipenanadiahansannabdinas an on al 














Your 
customer 
owns it 
now... 


When you ship, title passes, 
and your credit risk begins 


At the time of shipping, you create an account receivable... and 
unless you have credit insurance . . . your insurance protection 
ceases. You lose control of the asset because title of the merchan- 
dise has passed. It is sound to insure your product while you own 
it. . . itis equally sound to insure it when your customer owns it 

. and owes you for it. Aggressive executives, through American 
Credit Insurance, continue protection of their working capital 
and profits invested in receivables. It is an important tool for 
constructive credit management. Our booklet on the many ways 
credit insurance contributes to financial security and sales progress 
Should interest you. Write AMERICAN CREDIT INDEMNITY Co. of 
New York, Dept. 50, 300 St. Paul Place, Baltimore 2, Maryland. 


Protect your capital and profit 


invested in accounts receivable 


with American 
Credit Insurance 


ANY ACCOUNT...NO MATTER HOW GOOD.../S BETTER WITH ACI 
54 





FEEDBACK: Order picker returns empty pal- 
let to rear of rack by easy operation of 


lever. This cuts out handling of heavy pal- 
lets, makes for safer operations. 


is expected to pay off the equipment 
investment in about two years. 


Polyethylene vs. 
Polypropylene 


No sooner had high-density poly- 
ethylene entered the plastics market 
than a new rival, polypropylene, ap- 
peared. High-density polyethylene has 
better high-temperature characteristics 
than the low-density form, but poly- 
propylene stands heat even better. 

Since propylene and ethylene cost 
about the same, polyethylene’ users 
may soon be able to buy polypropylene 
at a comparable price. A recent study 
by a Harvard Business School research 
group—*“‘Linear Polyethylene and Poly- 
propylene: Problems and Opportuni- 
ties ’—-gives an extensive comparison. 
It is available for $13.50 from Polymer 
Associates, 6613 Wenonga Road, Kan- 
sas City, Mo. —M. M. 


oo 


COST-CUTTING BATTERY: When two of 
the many plates in a conventional storage 
battery short out, the entire battery must 
be replaced. In the new Cellomatic battery, 
only the section containing the defective 
plates is discarded, offering real savings 
opportunities to truck-fleet operators and 
factories with many electric fork-lift trucks. 
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How to spot 
Johnson, Fred R. 
in 1% seconds 


NEW MOSLER REVO-FILE gives you 


personnel facts fast...obsoletes all other card files 


1% 


4 
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No fall out! E» sive patented Revo-File be!t kee No attachments! No hole ¢ hing! Card st at- No effort! 


aeaieetineieniententenienienian 


New Mosler Revo-File is the unique rotary active-card file. It’s 
the only rotary card file that: cuts reference time to | 42 seconds; | 
contains 5 times as many cards as other systems hold in the | 
same space; reduces all finding locations to just one; eliminates | 
changeover costs. Now there’s no more tugging, toting. flap- | 
flipping or pulling... Revo-File is modern...clerks work while | 
comfortably seated. And remember, one quick spin of the Revo- | 
File drum gives you the card you want...in just 142 seconds. | 
| 
| 
| 
| 


S cue nr cimye e THE AAC 


For further information, send coupon today. 


NEW MOSLER REVO-FILE 


e nother fine product of 


A 


tth Avenue, New York1,N.Y. 





TO HELP PROMOTE SAFE PRACTICES, 
on and off the job... 


HY-TEST 


announces the 


* 


Management and Supervision have 
a great stake in the Safety of em- 
ployees. Injuries mean absenteeism, 
loss of production and unnecessary 
compensation costs. One out of 
ten industrial accidents involve feet 
and toes. 


To encourage even greater use of 
Safety Shoes on and off the job; 
to recognize employees who wear 
Safety Shoes; and to commend those 
who have avoided serious injury by 
wearing Safety Shoes, HY-TEST is 
sponsoring the Golden Shoe Club. 


The Golden Shoe Club has been 
established to review all authentic 


+ 


. . 


cases and present an award of rec- 
ognition and commendation. There 
are no strings attached. 


Each recipient is made a lifetime 
member of the Golden Shoe Club 
and receives an attractive Certifi- 
cate and two special Insignia—a 
golden Lapel Pin or Tie Tack and 
a Shop Badge. 


Stimulate interest in Safety, gener- 
ally, and Foot Safety, in particular! 
Write today for complete informa- 
tion about the GOLDEN SHOE 
CLUB. We'll be pleased to mail you 
the GSC folio. 


c/o HY-TEST SAFEty SHOES 7 Ye 
Division —INTERNATIONAL SHOE COMPANY oe Cap 
pl 


1509 Washington Avenue, St. Lovis 66, Mo. , a 
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TEL-A-STORY COMMANDS 
ATTENTION! 


Gives Your Product 
A Colorful 

Moving Message 
That Sells 


The Tel-A-Story 
Automatic Projector 
will sell your prod- 


STIMULATES SALES uct using twelve 
MEETINGS 35mm or 2” x 2 


Square transparen- 
cies on a 156 sq. in. picture screen. 
Copy changes automatically every six 
seconds. Economical to own and use. 
Ideal for any type product or service. 


DRAWS CONVENTION 
CROWDS ... 

PEPS UP POINT 

OF SALE. . 


Write Dept. K 
for illustrated brochure 
and prices 


TEL-A-STORY, INC. 


523 Main Street, Davenport, lowa 





SIMPLEST SYSTEM YET! 


Your Keys: 
iQ 


Drawer Model “= 


for 40 Keys 12” w, 5h, 6”d 


‘ KEY-DRAWER 


fits desk drawers and file cabinets 


KE-MASTER SYSTEM also provides for 
capacities from 10 to 800 keys in Key 
Cabinets, Racks, Boards. See your local 
stationer, or write direct to Dept. DR-11 


CUSHMAN & DENISON 


CARLSTADT, NEW JERSEY 


DUN'S 





WHITE-COLLAR PAY 
continued from page 43 


shop than in the office. Thus, a plant 
employee may have won a higher pay 
scale than his office colleague, but if he 
isn’t working or is only working part- 
time, he is not so well off as the sal- 
aried office worker who is kept on the 
payroll, albeit with a smaller increase. 

The BLS statistics seem to bear out 
the boast of the factory workers’ unions 
that they have continued (with one 
large, notable exception) to wangle in- 
creases out of employers, despite a poor 
business year and the consequent profit 
squeeze, although the increases are gen- 
erally lower than they had been in 
other recent years. 


Organizing drives lose steam 


Office workers’ unions, whether the 
Office Employees International Union 
or white-collar divisions of the factory 
workers’ unions, have continued in the 
past year to win elections and sign con- 
tracts, especially in industrial and large 
commercial units, and in a number of 
cases have won goodly increases in pay 
or fringe benefits or both. This may be 
many cases, they are 
negotiating initial contracts while the 
factory employees have been to the 
well many times before. 

However, the concern about unioni- 
zation which seemed to grip many per- 
sonnel men in charge of large central- 
office groups of office workers appears 
to have eased. The big unions are still 
talking up their white-collar drives, but 
as one industrial relations man pointed 
out, they don’t have the forces they had 
two years ago to carry on the drives. 
The AFL-CIO, itself affected by the 
and lacking the substantial 
portion of its income which came from 
unions it has ousted on the grounds of 
corruption, has had to cut its forces. 
The United Auto Workers has even cut 
officials’ pay, while a substantial part of 
its membership has been unemployed. 

With the current promise of an end 
to the recession and a return to what 
has become a normal continuing eco- 
nomic upswing, the unions next year 
may return to this field with the full 
vigor they promised in outlining their 
plans in early 1957. 

One other problem concerning office 
workers has begun to attract more at- 
tention in the past Year and is due for 
increasing attention in the future. That 
is the matter of job classifications and 
appropriate salaries in the field of data 
processing, where jobs are new, titles 
for a given job vary almost from instal- 
lation to installation, and salaries are 
all over the lot. Only a feeble start has 
been made at exchange of information 
and rationalization in this situation. 

—ALFRED G. LARKE 
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Space, support, shelter, environment... 
solve them all quickly and economically 


Years ago, it would have been a long, costly job to plan 
and erect a building with all the quality features found 
in the Butler building above. 

But today, thanks to pre-engineering and precision- 
fabrication, Butler buildings like this are the fastest — 
and lowest-cost— way to build well. — 

Pre-engineered Butler components meet standard ae 
building codes. Precision-made, they fit perfectly — per- j li 


He i! - Ref Be ' = FY ‘ 
mit fast erection. Weeks—even months-— of costly plan © esi Et 


ning and construction time are eliminated. : TAH i Bie 
Truss-free, clear spans up to 120 feet permit maxi- a a _ 

mum flexibility in planning—100% utilization of 

interior space. Butler rigid frames form a strong, load- 


4 aes , z 
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bearing structure that supports a wide range of build- Interior (top picture), Marsh Steel, Denver, Colorado, photo- 
ing loads— without expensive reinforcement. graphed in natural daylight admitted by Butler Lite” Panls in roof. 
Die-formed Butler panels give lifetime protection, fit Exterior, The Barber Colman Co., Milton Junction, Wisconsin. 


tightly —seal out wind and weather. 

As for environment-—it’s excellent. The 
gable roof ventilates naturally. Econom- 
ical Butler Lite*Panls admit an abun- 
dance of soft natural light. 


For full details on this modern way to save time, cut 
costs and build well contact your Butler Builder. He's 
listed in the Yellow Pages of your phone book under 
Buildings” or ‘Steel Buildings.’’ Or write to us direct. 








- BUTLER MANUFACTURING COMPANY 


Se5, provwe 7417 East 13th Street, Kansas City 26, Missouri 





Manufacturers of Metal Buildings ©® Equipment for Farming, Dry Cleaning, Oil Production and Transportation, Outdoor Advertising © Custom Fabrication 


Sales offices in Los Angeles and Richmond, Calif. * Houston, Texas * Birmingham, Ala. « Atlanta, Ga. « Kansas City, Mo. * Minneapolis, Minn. © Chicago, | * Detroit. Mich 
Cleveland, Ohio © Pittsburgh, Pa. © New York City and Syracuse, N.Y. « Boston, Mass. © Washington, D.C. * Burlington, Ontario, Canada 
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An almost completely 
automated plant, the ultimate in 
modernity...just completed 
and now in full operation. 


Listed on the New York and San Francisco 


stock exchanges. 


IDEAL CEMENT COMPANY 


DENVER, COLORADO 








15 Plants and 4 Terminals Serving Some of the Most Rapidly Growing Areas of the Nation 


MARKETS ON THE WAY 
continued from page 38 


Many economists believe that rapid popu- 
lation growth is a drag on rising levels of 


living, even in the United States. 


However, President Eisenhower—in 
his 1958 Economic Report to Congress 
—takes the opposite view. He states: 


The vigorous postwar growth of popula- 
tion is a basic and powerful force making 
for expansion in the American economy. 
Our numbers are increasing by some 3 mil- 
lion a year, and there is no reason to doubt 
a strong uptrend in the next quarter cen- 
tury. In our economy, an increase in popu- 
lation continues to mean new and enlarged 
markets for output. Over the last two dec- 
ades, per capita consumption has increased 
by more than 50 per cent, in spite of 
changes in the age composition of the 
population which have tended to lower 
basic needs per capita for consumer goods. 
After this year or the next, the number in 
the group aged 12 to 19, whose needs and 
wants are much greater than those of 
young children, will increase substantially 
for a decade or more. 

The growth and changed age distribu- 
tion of our population will require greatly 
expanded private facilities for the produc- 
tion, transportation, and distribution of 
goods and for services of many kinds, in- 
cluding education. The capital assets nor- 
mally provided by Government must at 
least keep pace, and the expansion of some 
types of public assets will have to be at a 
faster rate to reduce backlogs and to sup- 
ply services that will be required in espe- 
cially increased amounts. The clearly indi- 
cated need for enlargement of the capacity 
of our public schools, colleges, and uni- 
versities 1S a case in point. Large and 
growing sums will be spent by state and 
local governments to provide needed edu- 
cational and other facilities and services. 
Large public and private outlays will also 
be required to develop and conserve our 
water, land, forest, mineral, and energy 
resources. Major undertakings have been 
launched in many cities, with Federal aid 
looking to the renewal of urban area, and 
many more are in the planning stages. 
State and local outlays have been rising at 
the rate of $3 billion a year, and something 
like this rate of increase must continue, to 
keep pace with growing requirements. 


The President’s analysis points up 
the reasons Malthus’s doctrine does not 
apply to the United States—at least for 
the present and foreseeable future. The 
demands made by our increase in popu- 
lation can be readily met by our pro- 
ductive capacity—and financed by the 
large amount of private capital and 
Government credit available. Thus, pop- 
ulation growth is a dynamic positive 
factor. But it can be a disaster in back- 
ward areas with no accumulated capital 
and easily expandable production. 

So, in the United States, more popu- 
lation means more markets—more mar- 
keting opportunities for alert businesses. 

Raymond Fisher, director of sales re- 
search for Continental Can, points out 
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advantages 
When YoU 
- fleet lease 
from the 
leader! 



























Automotive fleet leasing from WHEELS 
releases capital for inventory, 


expansion and other business needs. 


Automotive fleet leasing from WHEELS 
saves you time and money spent 


on buying, servicing, selling fleet vehicles. 


Automotive fleet leasing from WHEELS 


ends mileage compensation problems. 


Automotive fleet leasing from WHEELS 


gives you important, concrete tax advantages. 


Automotive fleet leasing from WHEELS 
eliminates the need for high-cost 


financing when money is expensive. 


eA Business TIS 
-\ wien WHPLS 


Automotive Flieet 


Leasing 
































/ \\ Wheels, Inc.—6200 N. Western Ave., Chicago 45, Illinois 


|} Please send me your free booklet 
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HOW EMERY AIR FREIGHT ACHIEVED TEN TIMES MORE 
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REVENUE WITH THE HELP OF WESTERN UNION PRIVATE WIRES 


Specially designed system provides mile-by-mile 
progress reports on each shipment. 


Since Emery’s 14,000-mile private wire system was installed 
seven vears ago, the growth of their business has been spectacular. 
Handling up to 18,000 messages a day between 37 Emery offices 
coast to coast—the system cuts transit time, personnel costs 


and human error. 


Customers get complete, accurate advance information— flashed 
over Emery s private wires—including detailed description of 
shipment, name of airline, flight number and time of arrival at 
destination. If weather or other emergencies force a change in the 
timetable, Emerv's private wire enables them to make immediate 


changes in the shipping schedule and keep customers advised. 


Only a Western Union private wire system could give Emery Air 
Freight the unique advantages of this coded, fully automatic 
communications network. Their needs were carefully analyzed by 
Western Union experts. The circuits and equipment used were 
hand-tailored to Emerv’s particular sales and geographical 
requirements. The svstem was designed to be expanded quickly 


and easily whenever future growth requires it. 
Let Western Union experts analyze your communications needs. 


No obligation, of course. A collect wire to Western Union. 


Private Wire Division, New York, will bring vou more information. 











te 


( 











Picking a Plant Site 


takes experts 
On many things! 














Selecting a plant site involves everything from 
topographical surveys to tax analyses. That is why, 
when you plan your move, we urge you to recruit 
the manifold services of North Western. Here at your 
call are experts in engineering, construction, geology, 
transportation, real estate, law, taxation, marketing, 
public relations. In fact, every phase of site selection 
is covered by men trained in a specific field. We feel 
that only in that way can you be certain that the 
information delivered will be factual, accurate and 
up-to-the-minute. 


: 


| we 


Here are a few of the services we perform: 


ay 


@® Analyze topography, 
soil and water conditions 


Report in detail on labor supply 
and all utilities 


Investigate all tax and zonine laws 
Check proximity of raw 

materials required 

Report on market accessibility 

and entire marketing area 


Study housing, school 
and all community facilities 


Condition the community 
for industry acceptance 


Furnish complete information 
on rail, air, highway 
and water transportation. 


CHICAGO AND 


NORTH WESTERN 
RAILWAY 


We will welcome your inquiry and 
you may be sure it will be held in 
strict confidence. Address: 
GENE F. CERMAK, 
Director of Industrial Development, 
C&NW Ry., 400 West Madison St., 
Chicago 6, Ill. 
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that in 1900 there were about 90 domes- 
tic servants per 1,000 U.S. families. 
loday, there are only about 30. But the 
number of married women working has 
increased many fold—tripling in the 
span between 1930 and 1955. “All these 
facts,” says Mr. Fisher, “add up to a 
tremendous need for products that are 
convenient, either in the sense that they 
Save time or that they save work in the 
home. What's more, the public that has 
demanded these products has been per- 
fectly willing and able to pay more 
money to those who provide them.” 
Products that didn’t exist ten years 
ago now account for about one-third 
of all food store sales, according to 
Grocery Manufacturers of America 
President Paul Willis. He says that food 
manufacturers today spend about $100 
million a year on product and market 
research. They employ about 6,400 sci- 
entists and technicians to develop new 





-THE AUTHOR e A fre- 
quent contributor to such 
Magazines as Coronet, 
Pageant and Printer’s Ink, 
Herbert C. Rosenthal be- 
gan his career as a trade 
paper editor. He is now 
director of Graphics In- 
stitute, which he founded 
in 1944 and which produces graphically 
illustrated booklets, employee manuals, an- 
nual reports, presentations, and the like. 
A Columbia College graduate, Mr. Rosen- 
thal is also co-author of several books, 
including A Visual History of the United 
States. 








and improved food products. And Wil- 
lis predicts that ten years from now 50 
per cent of all food sales will be in 
products not on the market today. 

Food manufacturers are not the only 
ones reaping benefits from new prod- 
ucts. According to the management con- 
sulting firm of Booz, Allen & Hamilton, 
half our industries expect 80 per cent 
Or more of their sales growth by 1960 to 
come from products not sold in 1956. 

In the same area, Samuel G. Barton, 
head of the Market Research Corpora- 
tion of America, estimated that one- 
third of General Foods’ sales are of 
products introduced in the last ten years. 
Barton also states that 30—40 per cent 
of Dow’s and Monsanto’s sales volume 
is in products developed through re- 
search in the last ten years. And the 
Standard Oil Company of New Jersey 
estimates, according to Barton, that 
every dollar invested in research will 
return five. 

The companies meeting with out- 
Standing success today are the ones who 
have planned ahead to meet today’s 
expanding markets with the proper 
products, the proper distribution, and 
the proper sales effort. Armed with the 
facts, you can draw a profitable bead on 
tomorrow’s markets. END 
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YOUR COMMUNICATION PROBLEM 
IS INTERNAL! 








..and DuKane 


can solve it 


Instant communication by DUKANE 
saves time and steps. DUKANE 
provides dependable intercom, private 
automatic telephone, paging, emergency 
alarm and evacuation, and background 
music facilities. DUKANE systems 
may be used separately or in 
combination, for complete flexibility 
and versatility. DUKANE’S 
communication systems are custom- 
engineered from mass-produced 
components—give you the most 
economical combination for your 
individual communication needs. 


ONE SYSTEM...ONE MANUFACTURER...ONE RESPONSIBILITY... 





GIVES YOu emergency evacuation background music 
time and work-break signals private telephones 
complete intercommunication inspection control 


Clip and mai! the coupon today, for additional! information on how 
DUKANE can solve your communication problem. 


DuKaw Ee DuKane Corporation, Dept. DR-118 


NX ey 7 St. Charles, Illinois 
Ri Send me information on DuKane systems for better 


business management. 











Find Your Name 
| Neorest Distributer 
in The 
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City & State. — 





DuKane sound systems are installed and serviced by a Coast-to-Coast network of more than 300 engineering distributors 








Members of 
THE PRESIDENTS’ 


G. T. AVERY 
Acme Steel Co. 
JOHN A. HILL 
Air Reduction Co., 
GLEN B. MILLER 
Allied Chemical Corporation 
KEMPTON DUNN 
American Brake Shoe Co. 
WILLIAM C. STOLK 
American Can Co., Inc. 
W. G. MALCOLM 
American Cyanamid Co. 
JOHN E. BASSILL 
American Enka Corporation 
E. WELDON SCHUMACHER 
American Optical Co. 
JOSEPH A. GRAZIER 
American Radiator & Standard Sanitary 
Corporation 
GERALD S. TOMPKINS 
American Viscose Corporation 
HOWARD Lt. YOUNG 
American Zinc, Lead & Smelting Co. 
CLIFFORD J. BACKSTRAND 
Armstrong Cork Co. 
HENDERSON SUPPLEE, JR. 
The Atlantic Refining Co. 
RALPH K. GOTTSHALL 
Atlas Powder Co. 
KENDRICK R. WILSON, JR. 
Avco Manufacturing Corporation 
CARL S. HALLAUER 
Bausch & Lomb Optical Co. 
0. A. BEECH 
Beech Aircraft Conpecation 
LESTON P. FANEUF 
Bell Aircraft Corporation 
CHARLES H. -RCY 
Bell & Howell Co. 
LOWELL P. WEICKER 
Bigelow-Sanford Carpet Co., Inc, 
AUSTIN R. ZENDER 
Bridgeport Brass Co. 
B. EDWARD BENSINGER 
The Brunswick-Balke-Collender Co, 
RAY R. EPPERT 
Burroughs Corporation 
ROY W. MOORE, JR. 
Canada Dry Corporation 
WILLIAM BRYNUM 
Carrier Corporation 
CHARLES |. HAINES 
Chemetroi Corporation 
WALTER J. TUOHY 
The Chesapeake & Ohio Railway Co. 
G. J. COFFEY 
Chicago Pneumatic Tool Co. 
J. ALBERT WOODS 
Commercial Solvents Corporation 
R. NEWTON LAUGHLIN 
Continental Baking Co., Inc. 
WILLIAM T. BRADY 
Corn Products Co. 
JOHN E. MARTIN 
Dana Corporation 
ROBERT G. FAIRBURN 
The Diamond Gardner Corporation 
SCOTT HARROD 
Ditto, Inc. 
T. SPENCER SHORE 
The Eagle-Picher Co. 
Cc. F. NORBERG 
The Electric a Soatieny Co., 
JAMES G. SHEN 
Elgin National Watch Co. 
GUY S. PEPPIATT 
Federal-M ogul-Bower Bearings, Inc. 
W. L. KEADY 
Fibreboard Paper Products Corporation 
WILLIAM J. CLAPP 
Florida Power Corporation 
ERNEST HART 
Food Machinery & C or Corporation 
JOHN H. HILLDRIN 
General Aniline & File Corporation 
ROBERT B. PAMPLIN 
Georgia-Pacific Corporation 
RALPH J. KRAUT 
Giddings & Lewis Machine Tool Co. 
A. C. GILBERT, JR. 
The A. C. Gilbert Co. 
J. W. KEENER 
The B. F. Goodrich Co. 
J. PETER GRACE 
W. R. Grace & Co. 
FRANK A. KEMP 
The Great Western Sugar Co. 
LOUIS M. HAGUE 
Hanson-Van Winkle-Munning Co. 
WALTER HARNISCHFEGER 
Harnischfeger Corporation 
ALFRED J. MARROW 
Harwood Manufacturing Corporation 
JOHN P. ROCHE 
Heppenstall Co. 
SAMUEL F. HINKLE 
Hershey Chocolate Corporation 
THOMAS E. MOFFITT 
Hooker Chemical Corporation 


Inc. 


Inc. 
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be ye F. MACDONALD 
Houghton & Co. 
CRIs DOBBINS 
ideal Cement Co., Inc. 
HAYDEN B. KLINE 
industrial Rayon Corporation 
ROBERT J. GREENEBAUM 
inland Steel Container Co. 
HERBERT B. WOODMAN 
Interchemical a 
THOMAS M. AR 
International penal & Chemical Corporation 
HENRY H. RAND 
International Shoe Co. 
EDMOND H. LEAVEY 
International Telephone & Telegraph 
Corporation 
JOHN R. DOW 
interstate Bakeries Corporation 
W. L. WEARLY 
Joy ee Co. 
STEELE L. WINTERER 
& M. Karagheusian, Inc. 
RICHARD R. HIGGINS 
The Kendall Co. 
FRED C. FOY 
Koppers Co.. Inc. 
D. L. KROEHLER 
Kroehler Manufacturing Co. 
GEORGE 5S. CASE, JR. 
The Lamson & Sessions Co. 
I. MELVILLE STEIN 
Leeds & Northrup Co. 
JOSEPH S. YOUNG 
Lehigh Portland Cement Co. 
EDWARD PLAUT 
Lehn & Fink Products Corporation 
CHARLES S. BRIDGES 
Libby, McNeill & Libby 
WALTER J. BERGMAN 
Lily-Tulip Cup Corporation 
ROBERT C. BECHERER 
Link-Belt Co. 
R. L. NICHOLSON 
Liquid Carbonic Division, 
General Dynamics Corporation 
DONALD B. TANSILL 
M. Lowenstein & Sons, Inc. 
JAMES F. THORNTON 
The Lummus Co. 
P. O. PETERSON 
Mack Trucks, Inc. 
JAMES H. HOFFMAN 
The Mansfield Tire & Rubber Co. 
— G. MAYER, JR. 
Oscar Mayer & Co. 
FRED MAYTAG II 
The Maytag Co. 
DONALD F. MORRIS 
The Mead Corporation 
JOHN T. CONNOR 
Merck & Co., Inc. 
J. A. KELLER 
Mergenthaler Linotype Co. 
WADE N. HARRIS 
The Midland-Ross Corporation 
P. B. WISHART 
Minneapolis-Honey well Regulator Co, 
J. RUSSELL DUNCAN 
Minneapolis-Moline Co. 
HERBERT P. BUETOW 
Minnesota Mining & Manufacturing Co. 
ROBERT FAEGRE 
Minnesota & Ontario Paper Co. 
HERBERT L. SHUTTLEWORTH Il 
Mohasco Industries, Inc. 
FRED R. SULLIVAN 
Monroe Calculating Machine Co, 
W. W. McCALLUM 
John Morrell & Co. 
DANIEL PETERKIN, JR. 
Morton Salt Co. 
M,. F. COTES 
Motor Wheel Corporation 
FRED L. RIGGIN, SR. 
Mueller Brass Co., Inc. 
GEORGE H. COPPERS 
National Biscuit Co. 
ROBERT S. OELMAN 
The National Cash Register Co. 
JOSEPH A. MARTINO 
National Lead Co. 
WILLIAM E. BLEWETT, JR. 
Newport News Shipbuilding & Dry Dock Co. 
J. L. ATWOOD 
North American Aviation, Inc. 
WHITLEY C. COLLINS 
Northrop Aircraft, Inc. 
GEORGE W. BENGERT 
Norwich Pharmacal Co. 
JAMES C. DONNELL Il 
The Ohio Cil Co. 
CARL R. MEGOWEN 
Owens-Illinois Glass Co. 
WILLIAM H. CHISHOLM 
Oxford Paper Co., Inc. 
BRUCE M. JEFFRIS 
The Parker Pen Co. 


BRACKETT PARSONS 

Pepperell Manufacturing Co, 
WILLIAM B. PROSSER 

Perfect Circle Corporation 
JAMES M. SKINNER, JR. 

Philco Corporation 
PAUL ENDACOTT 

Phillips Petroleum Co. 
SEYMOUR J. PHILLIPS 

Phillips-Van Heusen Corporation 
WALLACE L. PIERCE 

S. S. Pierce Co. 
PAUL S. GEROT 

The Pillsbury Co. 
Cc. L. HOLBERT 

H. K. Porter Co., lnc, 
JOHN W. SCALLAN 

Pullman-Standard Car Manufacturing Co. 
DEAN E. WOOLDRIDGE 

The Ramo-Wooldridge Corporation 
MUNDY I. PEALE 

Republic Aviation Corporation 
JUSTIN W. DART 

Rexall Drug Co. 
BOWMAN GRAY 

R. J. Reynolds Tobacco Co. 
WILLIAM E. REID 

Riegel Textile Corporation 
WILLARD F. R KWELL, JR. 

Rockwell ae Co. 
C. J. QUEEN 

Rock well- Seanderd Corporation 
E. J. O'LEAR 

The Ruberoid Co 
ANDREW FLETCHER 

St. Joseph Lead Co., inc. 
FRANCIS C. BROWN 

Schering Corporation 
H. B. ATWATER 

Scott-Atwater Manufacturing Co., Inc. 
WILLIAM M. GOSS 

Scovill Manufacturing Co. 
EDGAR M. BRONFMAN 

Joseph E. Seagram & Sons, Inc. 
HENRY BLACKSTONE 

Servo Corporation of America 
A. M. TREDWELL, JR 

Sharon Steel Corporation 
GRANT G. SIMMONS, JR. 

Simmons Co. 
EDWIN R. BRODEN 

SKF Industries, Inc. 
L. B. SMITH 

A. O. Smith Corporation 
W. A. MUNNS 

Smith, Kline & French Laboratories 
HARRY F. VICKERS 

Sperry Rand Corporation 
CATHERINE L. O'BRIEN 

Stanley Home Products, Inc. 
JOHN C. CAIRNS 

The Stanley Works 
CHARLES H. SMITH, JR. 

The Steel Improvement & Forge Co, 
H. F. KRIMENDAHL 

Stokely-Van Camp, Inc. 
F. NELSON BRIDGHAM 

Strathmore Pa Co. 
CLARENCE A. WARDEN, JR, 

Superior Tube Co. 
DON G. MITCHELL 

Sylvania Electric Products, Inc. 
RUPERT C. THOMPSON, JR. 

Textron, Inc. 
JOHN D. WRIGHT 

Thompson Products, Inc. 
FRANK E. BEANE 

Underwood Corporation 
ALEXANDER CALDER, JR. 

Union Bag-Camp Paper Corporation 
CLAUDE S. LAWSON 

United States Pipe & Foundry Co. 
JENNER H. DEVOR 

Wagner Electric Corporation 
HOWARD R. WALTON 

Hiram Walker & Sons, Inc. 
REA I. HAHN 

Walker Manufacturing Co. of Wisconsin 
WALTER K. BAILEY 

The Warner & Swasey Co. 
GEORGE OLMSTED, JR. 

S. D. Warren Co., Inc. 
A. KING McCORD 

Westinghouse Air Brake Co. 
JOSEPH L. LANIER 

West Point Manufacturing Co. 
DAVID L. LUKE 

West Virginia Pulp & Paper Co. 
WILLIAM A. STEELE 

Wheeling Steel Corporation 
WALTHER H. FELDMANN 

Worthington Corporation 
ROBERT B. SEMPLE 

Wyandotte Chemicals Corporation 
GILBERT W. CHAPMAN 

The Yale & Towne Manufacturing Co., Inc. 
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PRESIDENTS AND BOARDS 
continued from page 42 


SPECI 

the board wants to know more than it Vv Al 
has been told, ut can ask. Many presi- Pre-Publication 
dents let the division of responsibility 


be settled in informal give-and-take, Announcement 
which probably comes easy to men in 
a continuing association dedicated to 
the growth and profitability of a com- 
pany entrusted to their temporary keep- 
ing. 


Proceedings 


Guidance without intervention 

Keeping open the communications 
channels between the board and them- 
selves, presidents report, is the best 
single way of assuring maximum guid- 
ance and counsel from the boards, with 
minimum interference in company man- 
agement. Frequently, such communica- 
tion occurs between meetings, by tele- 
phone contact and personal visit, at 
lunch, and by letter. These activities, 
sometimes referred to as the “care and 
feeding” of the board, may take up 
to a quarter of some presidents’ time. 
Many more devote only a few days a 
month to these contacts—or, most com- 
monly of all, even less time. 

Of course, where the president and 





PEACEFUL USES 
OF ATOMIC ENERGY 


The Official UN edition will cover: 


_ 


Basic physics Possibility 0 
chairman or chief executive officer are ~orndbacgeaieny Raw materiais = = 
different men, a larger share of such ee iaah acti A rn pel pansion 
duties generally falls to the lot of the than genera C Reactor technology 
chairman, leaving the president com- ; ol ; . rtm hg si 7 


paratively free. And in the few family 
companies or those which have pre- 
dominantly inside boards, the problem 
doesn't come up. But other problems 
may. One president with an exclusively 
inside board has this to say: “It is only 
natural, when directors are working to- 
gether in a business where they are’ 
physically able to see each other daily, 


The English Edition is expected to consist of 33 volumes (approximately 
500 pages each) and will comprise the COMPLETE OFFICIAL PROCEED- 
INGS (more than 2,100 scientific papers and discussions). 

First volumes available by November, 1958: set completed by July, 1959. 
Transportation charges will be borne by UN for Pre-paid Full Set Orders. 
PRE-PUBLICATION PRICE FOR FULL SET: U.S. $435. (or equivalent in other currencies) available until 
that discussions . . . occur dailv.- Ac- November 30, 1958. (Partial payment plan available.) 

tually, I suppose a great deal of time is The regular price for the full set will approximate U.S. $ 495. 

taken up—a lot 7 it being due to that The United Nations edition in English will be the only complete and official edition of the Conference Proceedings. 
human characteristic of wanting to talk 
to the president either to get him to 
solve a problem or, more frequently, to 
keep him acquainted with what is going 
on in this or that department. I would price is available (up to November 30, 1958) of $ 190. (or equivalent 
not attempt to put down any number of 
hours, but would say that it takes a 


great deal of time, most of which I 
consider well spent and profitable.” UNITED NATIONS 
Among the presidents who cultivate ; : . 

ih contacts with outside Sales and Circulation (Atomic Energy) New York 
board members, how much time they 
spend at it often depends on the im- 
portance of matters under current con- 
sideration. In addition to continual in- 
formal communication between board 
members and chief operating officers, 


Abridged editions in French and Spanish are planned for simultaneous publication. They will consist mainly 
of the papers presented orally at the Conference (approximately 500), the papers submitted in the language of 
the edition, and a selection of other papers. These editions are expected to be in 15 volumes, and a pre-publication 


~ntho ms “Oe 
other currencies.) 





Sales & Circulation (Atomic Energy—Rm. 814) 

UNITED NATIONS, NEW YORK 

Gentlemen: We wish to take advantage of your Pre-Publication offer. Reserve full set(s), 33 
vols., of the Official UN English Edition of the Proceedings of the Second International Conference 
Please confirm. i ae 
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many presidents make extra use of their Name (please print) Title 

boards by privately consulting individ- , | 

ual members with specialized knowledge —s 

or talents, tapping them for board com- Address 

mittee service and special projects, or, City State 

sometimes, using them as formally hired . ii tal doonaiaes 
consultants. Criticism and comment, # __ Authorized Signature....... --- Elo td balpbata ago os tsa as Olea DS Sit acs 2 Ni ee 
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90% of overhead 
Servicing can be 
done faster and 
safer with these 
ECONOMY Hi-Reach 
Telescopers! 
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Hi-Reach Telescopers 
Four heights 20 ft. to 35 ft 
Standard Models from $1510.00 up. 
Model PUL 
Three Standard Models 
No. 1 — Lift 10’ 9” ..$370.00 
No. 2 — Lift 11’ 9” .. $390.00 
No. 3 — Lift 15’ 0” $400.00 
Rubber tired wheels $10.00 extra 
F.O.B. Chicago 
Custom built Hi-Reach Tele- 
scopers up to 100 ft. Write for 
complete catalogue. Economy 
Engineering Co., 4516 W. Lake 
St., Chicago 24, Ill., 342 Madison 
Ave., New York 17, N.Y. 


economy 
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say most presidents, is solicited and 
welcome. 

[he consensus is that 
maximum board guidance 
minimum interference by frequent in- 
dividual contact, frank disclosure of 
all data, and sharply focused agenda— 
prepared and submitted well in advance 
of meeting (For specific com- 
ments, see box on page 41.) 


management 


gets with 


dates. 


Profile of the Panel’s board 


Reporting to the board as president 
is often only one of several multiple 
roles the top company executive plays. 
He may be chairman of his own board 
as well—and is, in about 40 per cent of 
the Panel companies. Another 6 per 
cent of the presidents volunteer the in- 
formation that their boards have no 
chairman. In such cases, the president 
may preside at board meetings. 

And he may be a director too. In 
large industrial companies typical of 
those on the DR&MI Panel, the chief 
executive is frequently a director in 
“numerous subsidiaries.” He holds di- 
rectorships in outside companies less 
often—in fact, one out of five panelists 
holds no outside directorships at all. 
Another three out of five men serve as 
directors on the boards of fewer than 
four other corporations. And the rest 
serve as directors of anywhere from 
four or five other companies (12 per 
cent of the Panel) up to twelve other 
companies (in a few exceptional in- 
Stances). 

The president’s board may have as 
few as five or as many as 23 directors, 
but is most likely to be composed of 
twelve. The National Industrial Con- 
ference Board, which conducts studies 
of boards every three years, has re- 
peatedly pointed out that board size 
tends to vary with the size of the com- 
pany. This pattern is confirmed by the 
current DR&MI survey findings, and re- 
sults in a rather interesting table of 
comparisons. It should be kept in mind 
that the Conference Board is dealing 
with a sample more than twice the size 
of DR&MIs, but that the size of the 
average company on the Panel is prob- 
ably much larger than in the NICB 
group: 


Number of 
board members 


Percentage of companies 
NICB-1956 DR&MI-1958 
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THE PRESIDENTS PICTURED ON THESE PAGES 
AND ON PAGES 41 AND 42 ARE MEMBERS OF 
DR&MI'S PRESIDENTS’ PANEL. A COMPLETE LIST 
OF PANELISTS APPEARS ON PAGE 64. 


.. B. Smith 


Bowman Gray 
4. O. Smith Ce R 


J Rey, nolds 


C ompany) 


Tobac CO 


Guy S. Peppiatt 
Federal- \ioe i-Bower 
Bearings, Inc. 


Oscar G. Mayer. Jr. 
Oscar Maver & Co. 


D. L. Kroehler 


Kroehler Manufacturing 
Co. 


F. Nelson Bridgham 


Strathmore Paper Co. 


Robert B. Pamplin 
Geo gia-Pa ifr 
C orporation 


Edgar M. Bronfman 
Ji sé ph €ageran « 


Sons. Inc. 


Havden B. Kline 
Industrial Rayon 
C orporation 


William E. Blewett, Jr. 
New port New . Shipbuild- 
ing ra" Dry Dow h c i). 


Donald F. Morris 


Joseph L. Lanier 
The Mead Corporation 


West Point Manufactur- 
ing Co. 
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Like the Conference Board studies, 
the DR&MI survey reveals a fairly even 


| 
split between inside and outside direc- 
tors, with outside majorities slightly 
predominating. Very few companies re- 
porting have boards made up exclusive- 


ly of inside directors, while many com- 
panies’ boards are structured to pro- 


vide a comfortable, or occasionally a 
substantial, majority of outside direc- 
tors. 

Most of the Panel regard the actual 





balance of membership that exists in 
heir present boards as ideal. And their 
W. W. McCallum Edwin R. Broden me Pe . 

John Morell & Co. SKF Industries, Inc. supporting arguments, reflecting the 


varying composition of their boards, 
run a wide gamut. Most of the argu- 
ments are familiar. Advocates of the 
inside board say it Knows the business 


better and can meet whenever neces- 
sary. Critics claim that insiders cannot 
appraise their own. stewardship, as 









ca ‘— J trustees of the stockholders, without in — =" 
he 4 4 effect rubber-stamping on one day “their 7 A 
— ~ OWN action during the other 29 or 30 be gi a 
sonees 2. Nati hate mr al days”—in the words of E. Everett Smith = 
Corporation Aviation, Inc. of McKinsey & Company. Insiders also | z ys 





may become ingrown, reluctant to criti- 
cize or question a colleague or operat- 
ing boss. Predominantly outside boards, 
some presidents point out, offer a fresh 
Viewpoint and unbiased appraisal, and 
may if necessary question and criticize | IT’§ NO SECRET 
management without fear of reprisal. 
(For actual quotations of Panel views, 
see box on page 70.) 

John W. Scallan Paul Erdacott 7 Balancing the board for maximum 
Sema nie oa viii pcblpeceneiere effectiveness, of course, involves a good 


Manufacturing Co. 
deal more than creating some arbitrarily IT MAKES GOOD SENSE 


desirable ratio between insiders and 


thoughtful employees can contri- 
bute worthwhile ideas to any busi- 
ness. Result—-greater savings of 
time, material and manpower. 





outsiders. More fundamentally it in- to tap this vast resource of practical 
volves, aS many panelists observe, a idea-power as olten as possible. 
subtler, selective balance—of men with No company can ever have too 

5 particular attributes of knowledge, ex- many cost-cutting and business- 
perience, talent, and judgment, who building suggestions. 


will add up to something more than a 
blind, bland ratifying body. The presi- 


IT WILL PAY TO INVESTIGATE 





E. J. O'Leary Dean E. Wooldridge dents substantially agree that an effort Elliott Suggestion material and 
The Ruberoid Co. - aw eae should be made to have at least three equipment whether you have an 
) categories of individuals represented on active Plan or are contemplating 
the board—management, finance, and one. You will want to see why 
shareowners, in that order. Technical more AND MORE companies turn 
experts and former officers are also to Elliott each year to answer their 

often sought as directors. But women suggestion plan needs. 


(who, according to a recent N.Y. Stock 
Exchange—Alfred Politz Research Inc. 
survey, for the first time now outnum- . 
es ers Send TODAY for samples and details 
ber male shareowners 52 to 48 per 
| cent) are sought after as directors, by 
Roy W. Moore, Jr. William H. Chisholm 2 | : 
Connie Bey Campevation Oxford Paper Co. only 3 per cent of the responding 
DR&MI companies. (For a full run- 


down of categories, see box on page 74.) 








ELLIOTT SERVICE CO., INC. 





| Dept. D-1 
Mount Vernon, N. Y. 


. 2 
Should directors own stock? Meme 





What constitutes a “substantial” | 
stockholder is difficult to define exactly. | Pe incnseninnimnignn _— 
Obviously, a fraction of 1 per cent of 


















| Street 
the shares of Du Pont or General Mo- | ——————————————— 
tors can be a more “substantial” hold- | ;¢; 
| . Cty Jone___ State. 
ing than a much larger percentage of a | 
’ > F: . M 44 - . ’ ‘ 7” j | 
het tag 3 Bal carl Rt. Class Co. Smaller company’s share. But defini- | 
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MOVE HEAVY LOADS AUTOMATICALLY 
TO SPEED AND IMPROVE PRODUCTION 











TRANS-O-MATIC RAMP 
SMOOTHS TRAFFIC 




















The gaps in distance or level between 
truckand loading dockare readily bridged 
by Trans-O-Matic Ramps. While the 
ramp is lifted out of the way, trucks 
back into position. The ramp is lowered 
to the truck body and “floats” to com- 
pensate for differences in level as loading 
or unloading proceeds. 

Automatic Safety Lock prevents sud- 
den drop if truck pulls away while ramp 
is being used. 


LOAD AND UNLOAD 
MACHINES QUICKLY 





BRIDGE LIFTS SPEED 
CROSS-TRAVEL 


When railroad sidings cut a recessed 
path within a factory building or be- 
tween two buildings, Globe Bridge Lifts 
can pay for themselves in time saved. 
They provide a short, direct path across 
the recess and eliminate the long haul 
around. 

Time required to go around a siding 
is frequently from four to ten times as 
long as the crossing time. Taking into 
account men and equipment, it reauires 
but little trafic to show a saving in favor 
of the bridge lift. 






































Machines that are fed material in bulk 
quantities or fabricate large and 
heavy end products. . . utilize hydraulic 
platform lifts to speed charging and dis- 
charging. Globe OiLIFTS, used 
in these installations, reduce 
manual effort and portable ma- 
chine handling, lower costs and 
speed the operation safely. 


J 
OiLIFTSs 


PLANTS: DES MOINES-—PHILADEL PRIA—LONG BEACH, CAL. 











GLOBE HOIST COMPANY 
East Mermaid Lane at Queen St. 
Philadelphia 18, Penna. 


Please send me a copy of O'LIFTS Case Studies. 
| am particularly interested in: 


Trans-O-Matic Ramps 
_| Machine Feeding Lifts 
NAME 
COMPANY 


ADDRESS 


Globe Bridge Lifts meet most any re- 
quirement... to span 5 or 50 feet... 
for one- or two-lane passage, across 
single or multiple tracks. Assembled 
from standard power cylinders and struc- 
tural components thus these lifts 
are low in first cost, easy to install, and 
economical to use. 


GET YOUR 
FREE COPY 


he, ‘ Yuli , 


oun wees 
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Bridge Lifts 
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tions aside, these presidents report that 
four out of every ten directors on their 
boards are “substantial” stockholders. 

Should every director hold some stock 
in the company on whose board he 
sits? On this question, company presi- 
dents cast their votes as follows: 84 
per cent, ves; Il per cent, not neces- 
sarily; 5 per cent, no. But those in favor, 
for the most part, do not consider the 
size of the holdings as important as the 
mere fact of ownership, which they say 
is advisable to obviate stockholder criti- 
cism. A good many presidents feel that 
a director should be “sufficiently en- 
thusiastic about the future of the bust- 
ness whose destiny he helps direct to 
want to own stock.” 

Among the minority of panelists who 
argue that no stock ownership is neces- 
sary for directors, this is the most de- 
tailed reason given: “To get young men 
Or men with the type of experience 
needed for some particular phase of the 
business, we would be limited in selec- 
tion if we expected them to buy stock 
in the company. We want the best men 
available.” 

Similar reasoning prevails among 
presidents who consider stock owner- 
ship desirable but not obligatory for di- 
rectors. The question, say many men, Is 
“subject to too many arguments on each 
side. Personally, I do not care, as long 
as directors show a real interest in the 
company.” Says another president who 
IS against any rigid stock ownership 
requirements: “A director is elected to 
aid and guide the destiny and future of 
the company. He serves in a judiciary 
capacity insofar as shareholders are 
concerned. I believe the stock owner- 
ship angle is archaic.” 

What Panel opinion adds up to, fun- 
damentally, is this: If the shareholders 
expect directors to be shareholders too, 
it is advisable for directors at least to 
hold token shares. But share-ownership 
by directors is most desirable when it 
is a symbol of interest and personal be- 
lief in the company’s future. And what 
counts, most of all, is the quality of 
service the director renders, rather than 
the contents of his personal portfolio. 


When boards meet 


In slightly more than half the Panel 
companies, the board of directors meets 
monthly; in about a fifth of the com- 
panies, quarterly; and in a sixth, bi- 
monthly. Similar surveys by the NICB 
indicate that frequent board meetings 
tend to be the rule in larger companies 
like those on the DR&MI Panel. This is 
generally borne out by the DR&MI 
findings. Many companies with regu- 
larly scheduled meetings report skip- 
ping One or two sessions a year, usually 
during the Summer. And almost as 
many companies, often with fewer regu- 
lar meetings, will assemble the board to 
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No one looks just like you... 








No one thinks just like you... 


No one is just like you... 


WHY, THEN, HAVE AN OFFICE “JUST LIKE” A DOZEN OTHERS? 


ow, with Italic Styling, a new concept of executive 
N environment, you can enjoy the luxury of a com- 
pletely personalized executive office... not just in its 
decorative treatment... but with Italic’s unsurpassed flex- 
ibility. in the design and finish of the furniture, as well. 
Over 2000 possible combinations of desk components 
plus a full line of exclusive decorative materials and 
accessories enable Gk Studios’ specialists to tailor an 
entire othce to your precise personality and taste. 
Whether you prefer a modern or traditional business 
interior, the rich simplicity of Italic Styled furniture 


harmonizes perfectly with, and lends an air of dignified 


elegance to either. Although the Italic office is custom- 
designed for your personal comfort and satisfaction, 
business visitors leave with the conviction that they ve 
just rubbed elbows with SUCCESS. 

lf business life. in surroundings “distinctively your 
own , appeals to you—contact your local General 
Fireproofing branch office or dealer for full details. 
No obligation, of course. Or, if you prefer, have your 
secretary write for an Italic Styling brochure. illustrating 
in full color some of the many custom desk units. It’s 


free. ( ; k 


Ohio. Division of The General Fireproofing Company. 


Studios, Ine., Dept. R-16, Youngstown 1, 


/ Htalic Styling BY GF STUDIOS 
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With a YODER... 
ONE MAN PRODUCES 
30,000 FEET OF 
SHAPES A DAY! 


Cold-roll forming with a Yoder Roll- 
Forming machine makes spectacular pro- 
duction possible in many metalworking 
applications and industries. 


A multitude of shapes, simple or com- 
plex, produced from a wide variety of 
coated or uncoated stock, and destined 
for a virtually endless list of purposes, 
can be easily, quickly and economically 
produced with a Yoder cold-roll form- 
ing machine. 

Whether it be moldings, structurals, 
siding, roofing, tubulars, cabinet shells, or 
any one of a thousand requirements, it 
can be quickly produced with accuracy 
and uniformity the Yoder way. The con- 
version cost is usually so low that even 
part-time operation makes a Yoder cold- 
roll forming line a profitable investment. 
A great many modifications of the basic 
shape such as welding, coiling, ring form- 
ing, notching, perforating, embossing 
and cutting to length, can be simultane- 
ously introduced with little or no addi- 
tional labor cost. It will pay you big 
dividends to fully investigate the advan- 
tages of Yoder cold-roll forming. A fully- 
illustrated, 88-page book clearly discusses 
every important aspect of this amazingly 
versatile method of metal fabrication... 
it is yours for the asking. 


THE YODER COMPANY 


5531 Walworth Ave. « Cleveland 2, Ohio 


COLD ROLL 
FORMING 
MACHINES 


ECHMCINEERING 


MANUFACTURING 





deliberate crucial decisions in times of 
crises. 

Directorships, since the days of the 
$20 gold piece paid for each meeting 
25 years ago, have traditionally been— 
and still are—among the lowest-paid 
top-management assignments, although 
retainers and fees, like everything else, 
have risen somewhat. Here, company 
size seems to have little effect in buck- 
ing tradition, although recent surveys 
reveal an increasing trend for more 
companies to pay retainers—apd to sup- 
plement their directors’ regular hon- 
Oraria with extra pay for committee 


work and consulting. Also, a few com- 
panies are beginning to permit outside 
directors to participate in such intra- 
company fringe benefits as profit shar- 
ing and group life insurance. 

Almost three out of four companies 
on the Panel pay their outside directors 
a meeting fee, most often $100, but 
ranging from $20 to $300. Rarely are 
inside directors paid for attending meet- 
ings, but where they are, the fee tends 
to run roughly half that paid to out- 
siders. Only one company on the Panel 
reports using the Tontine system, divid- 
ing $2,000 among the six outside di- 


What Constitutes a Well-Balanced Board? 


Company presidents, it seems, tend to regard the ratio of “inside” 
and “outside” directors of their own boards as ideal—largely hecause 
this balance works well for them. Since there is a slight predominance, 
among the Panel companies, of boards with outside majorities, the 
arguments in favor of such a balance prevail. But a number of men 


helieve the best arrangement is 


Gi eveln 


split—and a substantial 


group, with successful inside boards, would have nothing else. Here 
is a sampling of these diverse views: 


Insiders should have the edge—or 


predominate: 


“The ideal board should consist of a 
dominant majority of officers and 
executives who are active in the man- 
agement of the business, responsible 
for results, and intimately familiar 
with the significance of the problems 
and opportunities of the business; and 
a minority of directors who can bring 
to the deliberations of the board ideas 
deriving from broad business and pro- 
fessional experience.” 

“Five of our seven directors have 
‘grown up’ with the business. With a 
situation of this type, I believe it is 
safe and desirable to have inside men 
in the majority. The pressures from 
our junior executives will not permit 
us to become hidebound, obsolete, or 
even conceited. The outside directors 
provide the rest of the stabilizing 
effect, if needed.” 

“We have been most successful be- 
cause inside men know more about 
the business.” 


“Should have a majority of 
men. They are closer to everyday 
problems. Outside directors should 
have business prospect contacts, be ex- 
perienced in finance, well informed on 
general business and economics. In- 
siders then utilize their full knowledge 
in managing the company.” 

A 50-50 split makes the most effec- 
tive board: 

“About SO per cent full-time inside 
men and 50 per cent outside or part- 
time men. I personally do not think 
majority on either side is important. 
The really important thing is to get 
the highest caliber of thought with 
reasonable representation of the in- 
side and outside viewpoints.” 


inside 


“| think the board balance should 
vary according to type of company. 
An inside board audits itself, 
which is bad, but an outside board 
cannot have a really intimate touch.” 
“We have traditionally been about 
equally divided. It makes a good 
balance between detailed knowledge 
and objectivity.” 
“| prefer a board with half inside 
and half outside directors. The out- 
side director can disinterestedly re- 
view work of executive group and act 
as interpreter between outside business 
world and internal operations of the 
company.” 


Outsiders should constitute the board 
majority: 


“I believe that the majority of the 
board should be outside directors, be- 
cause management should be looking 
for guidance. . . . An.all-inside board 
is hardly a board of directors.” 
“20-25 per cent inside men, 75—80 
per cent outside. Every company, with- 
out exception, tends to become inbred. 
This is inescapable. The only feasible 
antidote is a board made up over- 
whelmingly of outside directors.” 


“A solid majority should be outside, 
part-time men so that they can con- 
trol the situation in an emergency. 
Also, it’s good for management to 
have to report periodically to an ob- 
jective, impartial group.” 


“Outside majority obviates any prob- 
ability of management indulging in 
‘dreams of empire.’ Keeps management 
in role—proper, | think—of steward- 
ship of stockholders’ investment and 
permits, in case of unsuccessful re- 
sults, board action to improve man- 
agement with minimum of delay.” 


1d Modern Industry 











rectors (on an eleven-man board) who 
actually show up for each meeting. Fre- 
quently, companies pay outside direc- 
tors’ travel expenses. 

Annual retainers are paid by exactly 
one out of three Panel companies. 
While they range from $750 to $10,- 
000 (and in one instance, “from $5,000 
to $22,000 depending on the duties and 
time given”), most often the retainer is 
$2,400 or $2,500 a year. About one 
in six Panel companies pay their direc- 
tors both a meeting fee and an annual 
retainer. Often, board committee serv- 
ice and consulting rate extra pay, or a 
different retainer rate. Only in rare in- 
stances, outside of family companies or 
those with an exclusively inside board, 
are directors paid nothing for their serv- 
ice (see chart on page 42). 


Selecting and recruiting directors 

Overwhelmingly—nine to one—pres- 
idents want a strong voice in the selec- 
tion of a new director. Almost always, 
they want the right to recommend men 
of their own choosing and—somewhat 
less often—the privilege ‘of vetoing a 
man they don’t want on the board. This 
consensus, Of course, washes out some 
diverging points of view and a great 
many of the subtler qualifications. 

Frequently, presidents say they will 
settle for the right to recommend can- 
didates, keeping an open mind to other 
Suggestions from the board, not, in a 
showdown vote, insisting on veto power 
for an unwanted man. But most presi- 
dents would not take kindly to having 
a new director foisted on them without 
being consulted privately in advance by 
the other directors. While none of the 
presidents specifically mentions that his 
own power and office might be jeopar- 
dized by a fractious director, a good 
many panelists insist on having “com- 
patible men I respect,” or make the 
point that “there should be no person- 
ality conflict between a director and the 
president.” 

Some presidents believe that only 
large stock ownership would entitle 
them to a stronger voice than any other 
members of the board in appointing a 
new director. Many presidents make a 
distinction between inside and outside 
directors in stating how much weight 
they believe their own recommenda- 
tions should carry. Above all, no matter 
how the board is structured or selected, 
presidents want a body of men who will 
devote themselves, without cantanker- 
ousness and heckling, to the higher and 
longer-range objectives of the corpora- 
tion. “A properly staffed and organized 
board,” one man comments, typically, 
“should relieve the chief executive of 
many of his long-range planning re- 
sponsibilities and enable him to con- 
centrate on current operating prob- 
lems.” Other presidents “don’t care 
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BaO TOFCEE. 


B&O Trailer-on-flat car freight, with its far flung 
service tapping 22 states and the District of Columbia, 
is a good bet for you. Trailer loads move on de- 
pendable, fast-schedule trains, in all kinds of weather. 
Speedy, door-to-door service is assured by efficient 
coordination of pick-up and delivery with rail haul. 

TOFCEE handling facilities, trailer types and 
service areas are constantly being expanded to keep 
pace with the increase in trailer tonnage being 
moved. Let TOFCEE serve you. Ask our man! 
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BALTIMORE & OHIO RAILROAD 


Constantly doing things — better! 





much who the director ts, if the man 
is competent, honest, has something to 
contribute. and adds to the stature or 


a. service is tailored to provide all the 


working capital any qualified client needs, prestige of the company.” (For other 
, ‘ ‘ views, see box below.) 
without increased borrowing, diluting Once the board has canvassed the 


prospects and selected the man it would 
like to fill a vacancy, getting him 1s 


. ' not always easy, even in well-known, 
Information available for any manufacturer or Nile ae 
established companies such as those on 


distributor with $500,000 or more annual sales. the DR&MI Panel. Actually, four out 
of ten panelists say they rarely run up 
against much difficulty in filling a gap 
on the board with the chosen candidate. 
But one problem looms large for many 
companies, and three out of ten com- 
pany presidents mention it as the biggest 
handicap in recruiting new, top-caliber 
directors. One comment sums it up: 
“The best men are the busiest.” Not 
only are good men frequently too busy, 
but often they are “already engaged on 


profits or interfering with management. 





Should Presidents 
Pick Directors? 


Probably few presidents would ad- 
mit publicly that they would like to 
pick their own directors, but in their 
confidential survey replies, nine out 
of ten say they want the privilege of 
recommending candidates. Here are 


some specific comments: 
Be 5 : > 2cy > 


Assuming the president is doing a 
good job, no director should be 
elected who is unacceptable to him.” 
“As chief executive officer of the 
company, the views of the president 
should be accorded careful consid- 


Textile Banking Company ration and proper weight 


“Should explore and canvass the 


55 Madison Avenue, New York 10, N.Y. field and then recommend nominee.” 
Providing operational financing for the “Outside director—right to veto. In- 
apparel, electronics, furniture, leather, side director—right of _ selection. 

(May want director qualified in spe- 
plastics and textibe industries. cao " 


cial field. ) 
T. B.C. Associates, Inc., New York Sistine tonkege, as... Louie Under normal conditions, a new di- 


rector should not be chosen unless 
approved by president, but president 
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too many boards and won't accept addi- 
tional memberships. Or they are asso- 
ciated with a company or a_ business 
that discourages or refuses to let its top 
officials serve on outside boards.” “It 
takes considerable persuasion to induce 
a busy man to join your board,” one 
president remarks. Another remarks, 
“The responsibilities are fairly heavy, 
and the incentives are rather intan- 
gible.” 

Other companies mention such prob- 
lems as geographical location of a com- 
pany, which may make it difficult for a 
director to attend meetings; the limited 
financial incentive; competitive business 
commitments of prospective candidates, 
which may create a conflict of interest; 


or simply the difficulty of locating men 
with the desired experience and inter- 
ests. As one panelist says, “When you 
eliminate customers, suppliers, profes- 
sional directors, men who are on more 
than three boards, men over 70, and 
men who cannot give sufficient time and 
interest to the affairs of the company, 
the number of men available is limited.” 


Winning them over 

Yet despite such handicaps, presidents 
do induce hard-to-get men to join their 
boards. The formula of persuasion, as 
detailed by numerous panelists, is sim- 
ple in principle, although it is undoubt- 
edly complex in application and may 
require seasoned negotiating skill. Add- 


Coming Threats of Block Stock Ownership 


While individuals own nearly 60 per cent of all publicly held stock, 
institutions rank second in importance, over-all, as shareholders— 
owning 15.9 per cent of common stock and 28.6 per cent of preferred. 
Will the growing trend toward the accumulation of large blocks of 
stocks by institutions, mutual funds, pension funds, corporate trusts, 
and other non-individual holders influence corporate management in 
future years? “No,” say 37 per cent of the DR&MI Panel presidents, 


but 28 per cent sav, “Yes,” 


and 35 per cent say, “Possibly.” 


How 


much and whether these influences may affect management—and the 
board of directors—is outlined by these panelists’ specific replies: 


Yes say 28% 


“To me, this is one of the great fu- 
ture problems of corporate manage- 
ment. Should [these investments] be 
utilized to cause liquidations, mergers, 
or to prevent or correct management 
errors, the effect can be disastrous.” 


y to create a class of 
professional directors.” 


“Y es—tendenc\ 


“Yes—with pressure from union pen- 
sion funds greatest probability.” 
“Undoubtedly. Boards are going to 
have to be on their toes.” 

“Very definitely where immediate in- 
come is the only interest and programs 
for long-range stability might not get 
proper support.” 

“Yes—perhaps too much of a tendency 
to place financial and investment an- 
alyst-type men on the board.” 
Possibly 

“At the present time, I see no signs 
of any such influence. But neverthe- 
less, when large blocks of stock are 
held by one interest, you cannot help 
but feel that that interest might at 
some time try to be influential.” 


say 35% 


“As long as the mutual funds, pension 
funds, and corporate trusts are headed 
by business men and not politicians 
or amateurs, I do not anticipate de- 
structive influence coming into the 
average board.” 

“If we continue losing money, as we 
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did in the past quarter, we may find 
some of these fellows insisting on 
minority representation on the board.” 
“This may be a factor in the future; 
it is not one for us now. The result 
may be a conservatism which will im- 
pede the dramatic progress which our 
competitive economy affords to the 
imaginative company.” 

“| would expect an intelligent mutual 
pension or corporate trust fund invest- 
ing in a company to leave the direc- 
tors and the management alone to do 
their job, if they have confidence in 
them, except for constructive sugges- 
tions given in good time. I see no 
place for a meddling kind of influence, 
and believe this would be harmful.” 
RRS SOLS = The re ree say 37% 
“No, although there will possibly be 
exceptions. The responsibility of peo- 
ple managing funds is to be objective 
investors and not to manage com- 
panies.” 

“No. Stock ownership is being further 
spread, rather than concentrated.” 


“Presumably the management of a 
company whose securities would be at- 
tractive to this class of buyer is satis- 
factory, and it would seem hardly 
likely that mutual funds, pension 
funds, or corporate trusts would have 
the time or inclination to interfere 
with management or attempt to secure 
representation on the board.” 
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pressure * open easily 
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reseal / reopen / repeatedly 


Thousands of consumer and industrial 
products can be packaged better 
and Sold Easier in these moisture- 
proof, dust-proof, Zip-Lip “See Thru” 

bags. Either printed one or two 
sides or plain, they are unexpectedly 
low priced. 
What do vou package that can be 
better protected, shown and SOLD 
in the bags that seal, reopen, 
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iy | Who Should Be 
on the Board? 
MOLUB ALLOY These percent- _. . dist these 
aLeEs of the Calegzories of 


The Metallic Lubricant presidents ... Directors 


87° Inside management 
81°, Financial men 
OP E RAT i NG 68°: Large stockholders 
379% Technical men 
PROF IT 32% Ex-officers 
16° Lawyers 
ACCO U N T 15% Outside management 
Nine per cent mention certain age 


—NON--—4 sy 
= categories. Smaller percentages men- 
tion various other groups: marketing 


* . 
PRODUCTIVE Puts this mone men, Government officials (presum- 
OVERHEAD ably not of regulatory agencies!), 
6 : : 
(Plant lubri- é tion men, and customers. Three per 
cation costs) wher el f belongs 2 cent specifically mention women di- 


rectors. 








minority groups, educators, produc- 




















Only the MOLUB-ALLOY program of plant and machinery pre- 


: : : ed up, the tactics employed by the presi- 
ventative maintenance can do this. P Pio} I 


dents in approaching a much-wanted di- 
Take your first step now to transfer non-productive overhead to rectorial candidate amount to a shrewd 
your operating profit account. hard sell: dangle before him a com- 
pany: so challenging in its present prob- 
lems and future prospects that he can’t 


elk, an cuethatininmmielae ines! ae 
resist, then close the sale by convincing 


« Clip to your letterhead and mail—-Today! DR-578 
Se Ey PRP f Please send complete information, data file , . 
him that he is needed. 
The. Metallic Lubricant f and FREE SAMPLE TUBE OF LUBRICANT. 7 | ore 
Se Sakeetec era: te As one president summarizes it, “Get 


| IMPERIAL OIL & GREASE CO., INC. him excited about the company—its 
§ 6505 Wilshire Boulevard - Los Angeles 48, California plans, its problems—let him see how he 
is uniquely equipped to work on them.’ 
Apparently, in inducing good men to 
join the board, nothing succeeds like 
success—and the further promise of it 


LOOKING FOR MORE BUSINESS cit: git 
Other factors, of course, are involved 

in persuading good men to accept board 
membership. The prestige and reputa- 

with Out S£2 CRIN tion of the company—and an already 


distinguished board-——may increase the 
You v neck out? inducement and make service an honor 

that even a busy and burdened man 
would hesitate to turn down. Director- 
ship may offer other attractions. “Ex- 
perience on our board,” a number of 


your distributor with a complete line of presidents say, “will aid [a director] 
recognizing and solving problems of his 




















Here is a way you can supply 


your product without additional credit risk. 


Under our Controlled Credit Distribution plan;- are often asked to encourage him to ac- 
— ' ; cept. And occasionally the pitch may be 
you retain title to the merchandise right tinged with an appeal to altruism, on the 


own business.” Friends of the nominee 


’ Mail the basis that service to the business com- 
munity is a moral obligation. Rarely 
coupon for full information. are fees or retainers mentioned; as ev ery 
business man knows, they are usually 
too nominal to exert much leverage in 
persuading high-bracket men to join a 
board. END 


up to the “point-of-sale 
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NEW YORK TERMINAL WAREHOUSE CO. 


25 South William Street, New York 4, New York 





How presidents work most effectively with 
a board, whether a critical board is more 
useful than a docile one, and how board 
challe nees should be met and counteracted 
will be the substance of an article next 
month, Part Il of this special report: TH 
BOARD OF DIRECTORS AT WORK, 


NAME 





ADDRESS 
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INDUSTRY'S WAR ON WEAR 
continued from page 47 


course, highly desirable in any ma- 
chine, whether or not it is part of an 
automated set-up. But machine relia- 
bility takes on an added dimension in 
an automated line. Since the whole line 
is tied up when one machine breaks 
down, the individual machines must be 
extremely reliable and must have about 
the same degree of reliability. 

Since wear is the leading enemy to 
reliability, the answer is to add a greater 
margin of safety to anti-wear measures, 
to “over-design” the lubrication systems 
in automated machinery, and to posi- 
tion the machines to facilitate anti-wear 
inspection and maintenance. Although 
these measures undoubtedly add to 
plant and equipment costs, they are 
essential to continuous and reliable op- 
eration. 

Because of rapid technological ad- 
vances in the war on wear, it’s a good 
idea for management to stimulate ex- 
change of information and experience 
and to push for agreement on standard 
practices among personnel responsible 
for lubrication and anti-wear measures. 
This is particularly profitable in a multi- 
plant organization. At General Motors, 
a single executive, Bruce A. Smith, has 
been designated to encourage such a 
valuable exchange among that com- 
pany’s many plants. Instead of solving 
every wear problem itself, one plant’s 
(or department's) maintenance men 
can often obtain the solution quickly 
and at no cost from another that faced 
the same problem earlier. 

Although DR&MI interviews’ with 
plant managers indicated they feel that 
the machine-tool industry in general is 
doing an excellent job in the war on 
wear, management should also stimu- 
late feed-back of complaints and rec- 
ommendations on anti-wear perform- 
ance to suppliers. Ford Motor Com- 
pany, a firm believer in this practice, 
reports back regularly to its machine- 
tool suppliers. 


Keeping ‘em rolling 

Although the. problem is not so com- 
plex as in production equipment, wear 
in vehicles—including the tens of thou- 
sands of industrial trucks handling ma- 
terials in and around plants—is just as 
important, and just as costly to man- 
agement. Even more than in machine 
tools, anti-wear measures in vehicles 
revolve around lubricants, although the 
nation’s railroads still have a long way 
to go in converting freight cars from 
the antiquated stuffing box to modern 
roller bearings. (Estimates of the cost 
in wrecks, delays, replacement of parts, 
and shipping damage directly attribu- 
table to “hot boxes’”—burned-out bear- 
ings—on the nation’s railroads have 
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Learn how users of Raymond narrow aisle 
trucks are realizing tremendous labor and 
space savings in their warehouses or plants. 
These authentic reports describe the prob- 
lems firms like your own have faced, how 
they solved them and the benefits they 
now enjoy. Perhaps you'll find the idea or 
solution to your own problem. Check the 
Raymond User Reports you'd like to receive 
- « « mail coupon TODAY! 


CHECK, CLIP & MAIL 


WEE! “eee WE GA Beh RA Tee ee ee A SR eR 


No. 
No. 


PRINTER cut curbside unloading 5 hours to | hour. 
WHOLESALE GROCER gained 11,000 square feet 
usable storage space. 

REFRIGERATED WAREHOUSE saved $4,840 annually 
in labor and storage area. 

METAL WORKING FIRM increased productivity 5%. 
WHOLESALE GROCER gained added storage space 
— increased number of items 25%. 

SEED COMPANY cut handling costs 50%, 

increased storage capacity. 

MILLWORK DISTRIBUTORS speeded up box car 
unloading, saved $15,000 labor costs. 

DAIRY PRODUCTS MFGR. saved $140 per week 

in labor costs. 

WHOLESALE GROCER returned 280% on investment 
of Raymond Walkie. 

METAL STAMPING PLANT eased die handling labor, 
freed man for other duties. 

FARM IMPLEMENT MFGR. gained $200,000 worth of 
added storage space, returning 800% on investment. 
CHEESE PROCESSOR handles four times as much 
cheese with half the original warehouse crew. 
STORAGE BATTERY MFGR. raised production 
efficiency, improved working conditions. 

METAL STAMPING FIRM increased storage capacity 
300 % ; reduced handling operations. 

METAL STAMPING FIRM eliminated manual die 
handling; investment was returned in 12 months. 
ALUMINUM FOUNDRY moves more tonnage in 
shorter period of time. 

GENERAL WAREHOUSE utilized moximum storage 
space; simplified inventory count. 

FROZEN FOOD MFGR. gained 6,000 cubic feet 
storage. Saved 60c per cubic foot. 

SHOE MANUFACTURER saved $72 in labor per 

box car for unloading hides. - 

DRUG WAREHOUSE increased daily tonnage 


handling 50% with same receiving crew. 


The RAYMOND CORPORATION 


4620 Madison St., Greene, N. Y. 
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Best Answers for Doors, Passageways, Other Openings: 





KINNEAR nounc 










Coiling upward action is 
Kinnear’s key to highest efficiency. It 
assures Maximum space economy: ail 
floor and wall space around the open- 
ing is fully usable at all times. Head- 
room and ceiling-space requirements 
are negligible (the barrel on which 
the closure coils when opened can in 
most cases be set within the wall 
either below ceiling height, at ceil- 
ing height, or above ceiling height). 
Motor, chain, crank or manual-lift is 
available, to suit any operating needs. 
In all cases, the closure rises com- 
pletely out of the way when opened. 

KINNEAR ROLLING DOORS 
protect openings with a continuous 
curtain of interlocking steel slats (a 
Kinnear first) — full door efficiency 


DOORS, FIRE DOORS, GRILLES 
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plus protection against wind, weather, 
intrusion, and fire. 

KINNEAR ROLLING FIRE 
DOORS have features added to the 
steel-slat curtain operation that bring 
positive, automatic, safely controlled 
closure in case of fire, plus extra 
fire-blocking capacity approved by 
Underwriter’s Laboratories, Inc. 

KINNEAR ROLLING GRILLES, 
a combination of rugged steel bars 
and links fully protect openings 
against trespass, without blocking 
light, air, or vision. 

All three of these Kinnear upward- 
acting closures can be used in various 
combinations, and are built to fit 
openings of almost any size. Write 
today for full details. 


*Also doors of modified design, available as COUNTER SHUTTERS 


ROLLING DOOR 


Saving Ways in Doorways 





The KINNEAR Mfg. Co. 


FACTORIES: 
1500-20 Fields Avenue, Columbus 16, Ohio 
1742 Yosemite Ave., San Francisco 24, Calif. 
Offices and Agents in All Principal Cities 
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run as high as $288 million annually!) 
In vehicle maintenance, and to some 
extent in machine-tool lubrication, the 
big question at the moment ts the value 
of molybdenum disulfide as an additive 
to oils and greases. This greasy, cling- 
ing substance was first introduced as 
a commercial lubricant additive after 
World War II. Some truck operators— 
and plant maintenance people, too— 
hailed it as the answer to their prayers. 
They claimed that it stuck to wearing 
surfaces much longer and with greater 
effect than any known lubricant. Others 
reported that results were erratic and at 
best not good enough to justify a 200- 
300 per cent premium in price. Today, 
the consensus is that molybdenum di- 
sulfide, properly combined with other 
additives, can perform wonders in 
many, but not all, wear situations. 


Self-cleaning lubricants 

Detergents are, of course, now an 
old story in crankcase oils, adding great- 
ly to engine life and the length of time 
between overhauls. They are now find- 
ing their way into plant lubrication. 
One victory against wear credited to 
detergent lubricants occurred in a paper 
mill. The heated drying rollers in a huge 
papermaking machine had to be re- 
moved at frequent intervals because 
dirty fluids running off the half-finished 
paper were guinming up their bearings. 
The company changed to a detergent 
lubricant and the bearings now run con- 
tinuously for long periods’ without 
cleaning, zreatly adding to the produc- 
tivity of the machine. 

Lubricants aren't by any means the 
whole anti-wear story. Actually, lubri- 
cation is about three-quarters of the 
problem, but the other 25 per cent can't 
be neglected. First, if a wearing part is 
overloaded, either through misuse or 
poor design, lubricants won't save it. It 


will overheat, even if it doesn’t fall 
apart altogether. Heat is one of the 


most destructive influences On a wear- 
ing surface, weakening the material and 
causing the lubricant to deteriorate as 





DIRT AND HEAT are the great enemies in 
the war on wear, as illustrated by this bear- 
ing supporting a fan shaft leading out of a 
1,000° F furnace at R. H. Osbrink Manu- 
facturing Company, Los Angeles. Frequent 
parts replacement was cut by using a 
Molub-Alloy lubricant. 


and Modern Industry 














well. According to scientists at the Tex- 


aco Research Center, the rate of de- 
structive oxidation of lubricants ap- 
proximately doubles with every 20° rise 
in temperature. 

Fortunately, there are all sorts of 


electronic and chemical means for spot- 
ting overheating at wear points. The 
electronic devices can flash the danger 
signal to a central location, while the 
chemicals are either attached to or 
painted on the critical spots. Like cir- 
cuit breakers, the electronic devices can 
be reset after they've given a warning, 
while the cheaper chemical indicators 
are generally one-shot affairs and must 
be replaced like fuses after they've done 
their job. This can be an advantage, 
however, since more attention is called 
to the deficiency. 


Just plain dirt 


Dirt is another enemy in the anti- 
wear struggle. Although one of the 
main purposes of grease, especially in 
construction equipment, is keeping dirt 
out, you can't rely on it entirely. One 
good answer is sealed bearings. How- 
ever, sealing isn’t always 100 per cent 
effective, and it limits heat 
pation. 

In many plants and repair shops, op- 
erations like grinding will leave destruc- 
tive dirt on wear surfaces and bearings. 
Unless every abrasive particle is re- 
moved by careful cleaning, it will cause 
trouble later on. 

Hardening wear surfaces is the most 
common anti-wear prescription of the 
equipment designer. In addition to com- 
mon heat treating, wear surfaces can be 
hardened by chrome plating or ceramic 
coatings (see photo, page 46). 

Of course, equipment manufacturers 
could do the obvious thing and make 


also dissi- 








OIL’S OTHER JOBS 


It's important to remember that oils 
and greases (which are oils thickened 
with other 
be side § 


soap) perform Junctions 


wear Tre adic tion: 


e Cooling 

e Rust prevention 

e Fatigue prevention (the film of oil 
between parts also acts as a shock 
absorber) 

e Noise reduction 

e Keeping out dirt, air, or water 


In addition, hydraulic and cutting oils 
also have a lubricating function sup- 
plementing their major functions. Hy- 
draulic oils lubricate the pumps and 
valves in hydraulic control systems, 
while cutting oils, besides cooling the 
tool point, make the chips slide easily 
over it. 

















To you who have 





16mm sound films... 


/ whether for Telling, Selling or Instructing; 
\/ whether now being shown; 
V or TV films, which you could be using but aren’t. 


To get your full payoff-in-sales from 
your film investment, get the maxi- 


mum ex posure-to-prospects. 


TSI’s line of 16mm sound film pro- 


jectors is the most complete and 


| versatile available to industry. Over 


our 15 years, we ve found that many 
firms don’t realize the scope of ex- 
that modern 


»xosure possibilities 
I | 


projector-ty pes make possible. 


























What opportunities might you be 


missing? 


Let us show you ways and 
means to get PLUS USAGE 


for increased sales. 


We'll welcome the opportunity to 


mail suggestions to vou-—or to ar- 
range an interview with one of our 


Audio-Visual Representatives. 











Yes—let us oe ee 

hear about it! | Technical Service, Inc. : 
| 30865 Five Mile Road, Livonia, Mich. C-1 

| Send your story to 7 

( *, a | 

ee = 

Company_— eninetiamnntiienaea 

Address - 7 : —_ : 

—or phone Sales Dept., KEnwood 3-8800 (Detroit) | 
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Slow work slitting envelopes by 
hand! And patching together cut 
letters with transparent tape takes 
valuable time, delays mail 
distribution, loses time for the 
whole office! 

e Avoid all these problems with a 


trims a hairline edge off envelopes 
as fast as they can be fed! Opens 


any kind or size of envelope. Far 





faster and neater... than opening 
mail by hand-and-dagger method! 
e Investigate! There’s a hand 

or electric MailOpener model, 

v7 P for every ofhice, large or small. 
Call any Pitney-Bowes office for a 
demonstration. Or send for free 
illustrated booklet. 


in-charge-of 
opening mail / 


FREE: Handy deskorwallchartof <j 
Postal Rates with parcel pest 


map and zone finder. ‘ 
7 














PITNEY-BOWES 


MAILOPENER 


Prtney-Bowes. INc. 
1562 Walnut Street, Stamford, Conn. 


originators of the postage meter... . offices in 107 aaties in U.S. and Canada. 


Pitney-Bowes MailOpener that safely 
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TING OPPORTUNITY 


T.. Free! .. Now! 
positive “GUIDE” to 
erature... a “Guide” 
kaging” of all printed, 
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tly decorated “Plastic 
©o expensive for gen- 
qualified executives 
binding system. 
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OFFERED 
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STRICTLY catalogues will take 
AS A pelling appearance 
PUBLIC ll lie flat turn 
SERVICE or inserted 

ND For 
tert stctetress — 
TODAY 
EWERAL INDING & ORPORATION Gtes shoulg 
' : bulous 
S Dept. DRI18 @ 110! Skokie Highway, Northbrook, Ill. 

: Please send me a copy of the New GBC "Plastic Binding eH “ 

s Guide". | understand there is no obligation. : W th Cre 
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the critical part entirely out of one of 
the tough, new wear-resistant alloys or 
ceramics. However, these materials are 
expensive and hard to form or machine. 
The practical answer is usually to cover 
the wear point with a thin insert of 
tough Kennanietal, Stellite, tungsten, 
boron carbide, or synthetic sapphire. 


Built-in lubrication 

Some plastics are inherently self- 
lubricating. Waxy Teflon, polyethylene, 
and nylon can be molded into gears and 
bushings, but they can’t take high loads. 
Graphite-impregnated, powdered-metal 
bearings are, of course, an old story in 
self-lubrication. 

The new lubricating coatings are also 
coming into greater prominence. Care- 
fully applied by brush, spray, or dip 
methods before the part is assembled 
into the machine, these coatings often 
last the life of the machine. 

All the complex instruments and tech- 
niques of modern research are now 
mobilized in hundreds of research and 
design laboratories to attack the wear 
problems of today and tomorrow. For 
instance, radioisotopes are helping re- 
searchers to find out what happens in 
the microscopic space between two 
wearing surfaces. Already, greases that 
resist nuclear bombardment are avail- 
able for atomic-powered gear. 

Bearings that operate effectively at 
the increasingly higher speeds and tem- 
peratures of modern equipment will be 
another product of this research effort. 
Special steels, Pyroceram, and other, 
even more exotic materials are under 
study for these bearings, which will run 





Better Lubrication 
Can Cost Less 


Although bearings, lubrication sys- 
tems, and other anti-wear equipment 
rarely represent more than | per 
cent of the cost of a machine (even 
| per cent of the billions spent annu- 
ally on new equipment is a lot of 
money), management itself, under 
today’s profit squeeze, must also 
check up on these techniques to 
make sure that they are performed 
as efficiently as possible. Consider- 
able and easily achieved savings are 
possible if top management rides 
plant management hard on this job. 

For example: In a large North- 
eastern bakery, six men were re- 
quired for lubrication, working six 
days a week and sometimes on Sun- 
day. By switching to automatic lu- 
bricating systems and consolidating 
a big stock of lubricants down to 
only five modern “all-purpose” 
types, four men were switched to 
other work. Annual labor savings 
alone were $32,880, plus elimina- 
tion of much costly downtime and 
storage space. 
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REBUILDING WORN AREAS on a diesel 
locomotive crankcase with weld metal at 
Electro-Motive. Many companies now re- 
place worn metal at considerable saving 
over costly replacement of the entire part. 


at 1,000° F. and more. Although all 
sorts of new synthetic, high-temperature 
lubricants are under development, these 
bearings will probably be lubricated by 
mists, inert gases, or even molten silver. 
Sometimes no lubricant is needed at 
all: at high temperatures the materials 
used give off LAases, in effect lubricating Live-roller conveyor moves work into press. Conveyor moves up or down 


he ‘Ives to position work in die. Ram moves forward to straighten work. Entire instal- 
tnemseives. lation, including press and conveyor, designed and built by Forquhor. 


Heat-resistant bearings 


Ahough in most cases these beor | Kiser Aluminum uses this Farquhar 


ings are under development for military 
or aviation equipment, there are many 
ature bearings would be useful. At pres- L L 
ent, many industrial bearings cannot 
7 4 * 
be mounted in the best place from a or act ci et Q crral renin 
mechanical point of view because of G g 
high ambient temperatures. The present 
> ' > ‘ y oT ° S. 7 2 = . 
solution is to make drive shafts I¢ nge! Aluminum extrusions, fed continuously to the press on Farquhar Live-Roller 
(at increased cost or decreased rigid- Conveyors, are straightened in a /fast-cycle operation on this Farquhar 
ity), to move the bearings away from $00-ton Horizontal Bulldozer Press. This efficient set-up is installed at the 
, U. S. Air Force Heavy Press plant operated by Kaiser Aluminum & 
men * Chemical Corporation in Halethorpe, Maryland. In their own words this 
clumsy cooling systems. — | press is used “‘to eliminate natural bows and deformations which develop in 
High speed, which itself generates some aluminum extrusions after they have been heat treated.” 


the hot spot, or to include costly, 


heat, is really another side of the heat Like Kaiser Aluminum, major plants in this country have found that 
problem in bearings. Speeds over 300,- these Farquhar Horizontal Bulldozer Presses provide high production at 
000 revolutions per minute (100 times low unit cost. Fed either by crane, overhead or in-line conveyors, they are 
faster than vour car engine turns over used to economically forge, stamp, straighten or form parts in an efficient, 
— : : — 7 fast-cycle operation. 
at 60 mph) are now a commercial } ; _ | | 

illnesses, MUNI ciliata adits ta ahieds Write for complete information on Farquhar Horizontal Bulldozer 
Sweeny) tae as Oe Sew Ss paw Presses or, better still, ask for our proposals or recommendations. 
totype bearing spinning at a phenome- 
nal 457,000 rpm at Miniature Precision Farquhar Special Machinery Department. . . 
Bearings, Inc., Keene, N.H. Grease to Our qualified staff will build your special machinery economically—your 
lubricate such bearings must be ultra- | inquiry will receive prompt attention, 
clean. One special dirt-free grease has 
been developed, but costs more than its A. B. FARQUHAR DIVISION 

>} y : on — S ‘ 2 ) “eC. ° ° 
— in gold—$8: in OUNCE . The Oliver Corporation 

The war on wear will never end, be- Press and Special Machinery Departments 
cause as long as any machine is doing York 81, Pennsylvania 


useful work—producing or hauling the OLIVER ‘ 


products of industry—it Is wearing out. 
Equipment designers, researchers, and 
maintenance men are in the front line aiguhiar aay 
of this fight, but they can’t hope to win 


without proper management leadership 
and support. END 





Also Manufacturers of Farquhar Conveyors 
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7 ae 7 overtime, and fringe benefits. It was 


= impressive documentation for the man- 
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agement “story.” 

Today companies are talking more 
positively to their management groups, 
s. i= —— in the belief that the natural processes 
RANSBURG i PPI Ese. | of communication carry the word into 
io é i i. the bargaining unit. Sylvania Electric 
Products, Inc., New York, discusses 
with complete candor the factors in- 
volved in coming negotiations, and 
when a strike occurred at a plant (as 
it did in July), there was no censorship 
involved. General Electric, as part of its 
lively “Operation Upturn” campaign, 
took its management personnel into its 
confidence with a frank bulletin, “What 
About Pay Increases Which Starve Re- 

covery and Feed Inflation?” 
Westinghouse in Pittsburgh has been 
using several devices effectively to con- 
vince the employee group of the sound- 
ness of its thinking. With SUB the only 
issue in the coming contract re-opener, 
Westinghouse in its employee news- 
paper published an article recently on 
what the company is doing specifically 
to stabilize employment. These were 
not random*notations on the company's 
good intent, but carefully defined steps 
describing what’s been going on in the 
area of job security. Pre-negotiations 
editorials assured the company that it 

























































NO. 2 PROCESS 


Frequent color changes are sim- 
plified now in the painting of 
playground equipment with 
Ransburg Electro-Spray in this 
St. Louis plant. Long, tubular 
parts, as well as these smaller 
pieces, are uniformly coated 
with the Ransburg reciprocating 
disk. 
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QUALITY IMPROVEMENT! That was Turco Manu- would reach its people with significant 
facturing’s chief reason for changing from flo-coat bargaining facts. 


to electrostatic spray painting of their quality line Pocketbook lessons 


of playground equipment. - = 
—— amp Simulated “wallet” mailing pieces 


Not only is Ransburg No. 2 Process providing show Westinghouse employees how well 
they fared at the midway point in their 
five-year contract. The literature was 
simultaneously blown up for bulletin 
Simplicity in color change with Electro-Spray boards. In August, the company mailed 
each employee a bank book, showing 
him the exact amount of employee ben- 
production methods, colors are changed 15 times eihta try teicte ton ie cai citediiiian 
in an 8-hour shift. Now, changes are made on the very few employees anywhere know. 


fly with no down-time. By contrast, the former Does this type of communication Car- 
‘ ry any actual weight at the bargaining 


a higher quality, uniform coating on all parts, 
but Turco is saving 35% in paint cost! 








is another important advantage here. With Turco’s 


sé 9 ’ 

stop and go”’ method would mean over an hour’s table? There are two schools of thought, 

lost time in a day’s operation. but more and more companies are in- 

clining toward heavier pre-bargaining 

NO REASON WHY YOU CAN’T DO IT TOO! communication. They are counting on 
an informed electorate. 

Whatever your product, if it’s painted, we'd like If there is timidity in management in 

to tell you more about the worthwhile savings talking about bargaining, there’s no evi- 


dence of, it at the Ex-Cell-O Corp., 


and benefits which can be yours with RANSBURG : | wi 

E Write f, Detroit (DR&MI, April 1958, page 
ULECTROSTATIC PAINTING PROCESSES. Write for 162). Back in June, as the company ap- 
our No. 2 Process brochure which cites many ex- proached a Summer of union-manage- 


ment conversations, the company an- 
nounced in a banner headline in the 
employee paper: NO BLACKOUT ON UAW 
rALKS. To this was appended the sub- 


amples of electrostatic spray painting on a wide 


variety of products. 








head, “Company to Keep Employees 

Informed During Negotiations; Cites 

” RANSBURG ) ne ee 

Call or write Unworkable Clauses, Ex-Cell-O’s Busi- 
Electro-Coating Corp. ness Outlook.” In an amplifying para- 

P.O. Box 7822, indianapolis 23, Ind. graph, Vice President M. B. Mont- 


. ne , A ; y 
6 } } ’ 1 1 r a . ; , 
0 yw IN he ti=e re oF Q J iVviO Gd © [ rnmaqausitry 





“Heller working funds enabled us to weather 
the stormiest period in our history” 


says, C. J. Reese, President, Continental Motors Corporation 


““The use of a Heller Working Fund Program was a 
turning point in the history of our company,” says 
C. J. Reese, President of Continental Motors Corp. 


“‘When our major customers started to manufacture 
their own motors, we had to look for new markets. This 
meant a major shift in our product development, mark- 
eting and production. Heller funds and services helped 
us through this rough period, gave us the cash we 
needed to continue operating efficiently and profitably. 
Heller funds served the same purpose as operating 
capital, enabled us to build our organization and sales 
to new highs.”’ 


Continental Motors Corporation, today, is the world’s 
largest independent manufacturer of motors for the 
industrial, aircraft, marine and transportation indus- 
tries. Sales have grown from a few million dollars (when 
Heller funds were made available) to more than 100 


Capital and 
Surplus over 
$28,000,000 


million dollars annually. Continental Motors has out- 
grown the need for Heller funds, but like more than 
10,000 other past Heller clents, has been helped to 
financial independence and increased profits through a 
Heller modern financing program. 


How does Heller do it . . . by providing individually 
designed programs exactly fitted to a company’s finan- 
cial problems. Heller modern financing programs are 
extremely flexible and provide advantages that other 
types of financial assistance cannot match. 


If your company can see opportunities for increased 
profits through the use of additional working funds, why 
not learn the facts about Heller modern financing? 
Write for a free copy of “Operating Dollars For 
Every Business” and for specific information pertinent 
to your own situation. Your inquiry will be treated 
in confidence and without obligation. 


Write Dept. F. OR-11 


Walter E. Heller & Company 


105 W. Adams St., Chicago 90, Illinois 
342 Madison Avenue, New York 17, New York 
44 Broad St., N. W., Atlanta, Georgia 








Because this 
has what 
it taxes... 


The rugged durability and extra 
value (Timken tapered roller beor- 
ings in every wheel, spring loaded 
non-kicking handle, slide planes 
for easy pollet entry and 360 
lifting radius as standard) of the 
REVOLVATOR Red Giant hand lift 
pallet truck (above) has built a 
reputation which means that... 


















Rec Giant 
Hand Lift 
pallet truck 


We were 
called on 
to do 

this... 


i An Ae PY GO SE cate 


Explosion-proof 
High-lift 
Go-Getter 





One of six basic models .. . REVOLVATOR Series 54.00 Go-Getter for use in explosion 
hazardous areas for chemical and related companies with Class | Group D or Class I! 
Group G hazards designed at the request of one of the country’s leading safety 
authorities. This electric lift truck meets requirements for both hazards and utilizes 
screw type housings hydrostatically tested to pressures far beyond those required. 
Additional safety feature—hydraulically operated disc brake. 


Therefore: Whether you need a standard piece of material handling equip- 
ment or specially designed equipment, call on 
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REVOLVATOR Co. 


8702 TONNELE AVENUE, NORTH BERGEN, N. J. 








gomery declared: “Contrary to current 
industrial practice, there will be no 
communications blackout at Ex-Cell-O 
while the union and management bar- 
gain for new labor contract terms. 
Our communications to employees will 
give honest, factual reporting on the 
important issues and problems discussed 
and the provisions proposed. We'll 
State the position taken by management 
and the reasons for our stand. And we'll 
present a factual appraisal of the posi- 
tion taken by the UAW-CIO. Our em- 
ployees will be informed of our prog- 
ress or lack of progress throughout the 
negotiations.” 


The case for profits 

Management of late has not waited 
until the pre-bargaining period to re- 
spond to union criticism. For years the 
labor press has made an issue of indus- 
trys profits. The semi-apologetic mum- 
blings of management have neither 
quieted the labor journalists nor given 
any particular enlightenment and com- 
fort to the individual employee. Now 
there is strong evidence in management 
communications that management is out 
to merchandise profits as something that 
is good for all. Procter & Gamble re- 
cently summed matters up in a special 
feature called “Profits in Action.” Be- 
cause the company is successful and 
profitable, the P&G employee magazine 
pointed out, it is able to “produce high- 
quality products used by millions; pro- 
vide steady, well-paid employment for 
more than 29,000 persons: provide a 
fair return on invested money to more 
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BEDROCK ECONOMICS is taught at B. F. 
Goodrich when calendar and belt windup 
unit are installed. Employees are told the 
cost, source of money: retained profits. 
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Here's the insert that takes a pounding 


Yet the really impressive thing 
about this unique material is its 
almost unbelievable range of uses. 
For example: impact-resistant rail 
joint insulation for railroads; circuit 
breaker arc chutes: hard, glass- 
smooth shuttle armor and textile 
bobbin heads: dense, durable gears, 


; EO Mn habit ia Pie 


pint 


cams and cutting blocks; lightweight, 
sanitary ligature reels; protective 
washers for hypodermic needles; 
flexible, tear-resistant backings for 
abrasive discs; oil- and _ solvent- 
proof parts of many kinds. 

We take our own medicine. The 
hight weight, glassy smoothness and 
long life of Vulcanized Fibre make it 
ideal for use in our own shock- 
resistant, sound-deadening Kennett 
Materials Handling Receptacles and 
Lestershire Textile Bobbins. 

Among engineering materials, 
you ll find Vulcanized Fibre unique 
and surprisingly economical. It 
weighs only half as much as alumi- 
num. It has outstanding arc resist- 
ance, low thermal conductivity, ex- 
cellent resilience and high abrasion 
resistance. It absorbs sudden re- 
peated shocks and impacts without 
failure. And it can even be formed or 
deep drawn into intricate shapes 
as well as machined, polished, 
painted, embossed and combined 
with other materials, such as lami- 

MEET A MATERIAL... nated plastic, aluminum, wood, 
rubber, asbestos or copper! It’s 
available in many forms and sizes. 


SO SHOCK-RESISTANT IT KEEPS @ Send for samples today—and ask 


about the use of Vulcanized Fibre in 


GOLF CLUBS FROM “LOSING FACE” J any product that’s giving you 
: trouble. Dept. I-11. 


Waggle...swish...wallop...250 yards. ..smile. Meanwhile, 

back at the ‘wallop,’ a Vulcanized Fibre insert costing only a 

few pennies has saved the face of a $20 driver. Over and over 

again, this tiny wedge of cellulosic fibre takes the smashing 

2,980 pound blow of club against ball and comes back for more. 

A spectacular demonstration of the strength and stubborn 

toughness of Vulcanized Fibre, but even more eye-opening are 

scores of other applications which prove this material’s uniqué 

combination of properties. See for yourself. Send for our new kit ~ 

of samples and give them your toughest tests. We'll wager you | —— 

find a product improving idea-——as others have been doing for t, NW A TIONAL 
99 years : VULCANIZED FIBRE CO 
MIN 


in Canado 


NATIONAL FIBRE COMPANY OF CANADA, LTD., Terente 3, Ontarie 
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for wherever garments are checked 


BORROUGHS 


NEW Check Racks answer the need 





with the exclusive Borroughs richly plated, mar-resistant, 3-way hanging hanger bar 





Hanger bar holds basic number of hangers on front side . . . 
reverse bar from back to front, and you increase capacity | hanger 
per foot . . . or use top of bar for greatest hanger capacity. 


Roy rem aay 
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Are you, or is your club or company, interested in new check racks? If so, be sure to 
have your office equipment dealer show you or your purchasing agent the new 
Borroughs Wrap Check Rack line . . . a most practical, efficient and economical 
line that answers all checkroom needs to a “T’. The 3 standard models have basic 
capacities of 12, 16 and 20 garments (4 per foot). All models come in single or 
double face ... and “add-units” may be added. Hat shelves have 3 raised, non-dust- 
collecting apex-ridges. Rubber shoes protect floors. Casters optional. Racks available 


with or without numbering. 


send for literature 


BORROUGHS MANUFACTURING COMPANY 


OF KALAMAZOO 


A SUBSIDIARY OF THE AMERICAN METAL PRODUCTS COMPANY OF DETROIT 


3064 NORTH BURDICK ST. alg. KALAMAZOO, MICHIGAN 
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than 59,000 shareholders; and _ partici- 
pate as an active industrial citizen in the 
community life of more than 40 Ameri- 
can cities and towns.” The highlight ar- 
ticle noted that in the course of daily 
operatigns P&G provides business and 
opportunity for income to countless 
other people and businesses. 

“Profits are a worker’s best friend,” 
readers of the employee magazine of 
American Steel & Wire division of 
United States Steel Corp. were recently 
told, and the article stated explicitly 
why. Like other concerns which are 
tussling with the problem of explaining 
profits, Wireco resurrected that ageless 
saying of Samuel Gompers (one which, 
some management people feel, he prob- 
ably regretted to his dying day): “The 
worst crime against working people 
a company which fails to operate at a 
profit.” 

Several concerns today relate profit 
to machinery and equipment replace- 





THE AUTHORS e Robert Newcomb and 
Marg Sammons are the husband and wife 
partnership of Newcomb & Sammons, Chi- 
cago consulting firm. They own and pub- 
lish The Score, a monthly management 
report on trends and developments in 
employer-employee communication. 





ment—"“if we didn’t have the profit, we 
couldn’t buy the machinery we need to 
stay in business.” Electric Hose & Rub- 
ber Company, Wilmington, Del., re- 
viewed the purchase of eight braiding 
machines: “It took a million dollars in 
sales income before we could buy them.” 
The alert editor pointed out that the 
eight new pieces of equipment, pur- 
chased out of profit, also provided 24 
new jobs. 


Trouble brings “togetherness” 


During the recession, the gloomy fi- 
nancial reports gave certain wide-awake 
concerns a new opportunity, not only 
to stress the essential character of prof- 
its, but to build a new type of kinship 
with employees. “We were all in the 
same boat in that dismal period,” one 
industrial relations man_ remarked. 
“Now that the seas have calmed a little, 
we find that the experience has brought 
us closer together.” 

In May 1958, Seiberling Rubber 
Company, Barberton, Ohio, reported 
$200,000 loss on its first quarter opera- 
tions. At the left of the grim announce- 
ment on page one of the employee pa- 
per was an editorial which started: 
“That's red ink you see over in the right 
hand column of this page. It means that 
for all the work we've done and all the 
products we have sold up to now in 
1958, the company lost money instead 
of making it. This may bring two ques- 
tions to your mind: (1) Exactly what 
does this mean to you?, and (2) What, 
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AT SILOAM, 430-acre 
KENTUCKY Ohio River Industrial Site 


The Ohio River Valley is one of the fastest grow- LOCATION: 4 miles east of Portsmouth, Ohio, at 
ing industrial areas of our country. For 150 miles the junction of C & O main lines — West to 
— between Huntington, W. Va., and Cincinnati— Cincinnati and Chicago, East to West Virginia and 
Chesapeake and Ohio Railway parallels the busy Virginia, North to Ohio, Michigan and Canada. 
Ohio River. TRANSPORTATION: Chesapeake and Ohio; U.S. 
highway No. 23; Ohio River. utTiwit1€s: Kentucky 
Power Co., Columbia Gas of Kentucky, Inc. Water 
from South Shore Water Works with surplus ca- 
pacity of 300.000 gallons. TOPOGRAPHY: Just 


Already, giant steel mills, new and expanding 
chemical plants and other varied manufacturers 
call this valley their home. But many level, flood- 
free river front industrial sites are still available, | oll 
a enough slope for proper drainage. LABOR: Esti- 
some owned by Chessie'ss railroad. : es . 
mated surplus of 2,100 men and 6,500 women in 
Typical is this 430-acre site at Siloam, Kentucky. the area. 
ct 
Complete Industrial Surveys of this and other Ohio River sites are available to interested cor 
Inquiries are handled in complete confidence and without obligation. Address: Wayne C. Fletche: 


of Industrial Development, Chesapeake and Ohio Railway, Huntington, W. Va., Tel: Jackso1 


Chesapeake and Ohio Railway 


SERVING: Virginia « West Virginia Kentucky « Ohio 


indiana « Michigan e Southern Ontario 
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MANIFOLD SUPPLIES CO. 
Brooklyn, New York 





Sell More 
Sell More 


Sell More | 





Your Salesmen can INCREASE THEIR 
SELLING TIME 50% by Organizing 
Their Work More Effectively 


Record ay helps them 


* Organize their work 
* Keep appointments * Keep promises 
* Work effectively * Follow through 
* Remember details * SELL MORE 


A complete 12-\onth \lemo ih —tem and 
Work Organizer With Leather Pocket 


Case— Designed Especially For Salesmen. 


Used By Many Leading Companies 
Send Today lO! complete 12 month unit 
on approval, complete details and quan- 
tity prices. Satisfaction unconditionally 
euarunteed., 


Dept. D-11 


69 Harvey St. Cambridge 40, Mass. 


Please send the following Complete Recorday 
Units On Approval: 

.. With Black Morocco Case 

With Deluxe Brown Case 

With Brown Pin Seal Case 


$10.50 
$8.50 
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if anything, should you do about it?” 


The company answered both questions 
in detail, and it earnestly solicited the 


suggestions and ideas of employees. 


A helpful habit 

During the recession, several compa- 
nies reported highly encouraging re- 
sponses to scrap reduction drives. Com- 
munications devices were pressed into 
service tO Impress upon employees the 
gravity of the situation, to outline what 
was specifically needed to keep the old 
ship afloat, and to invite employee co- 
operation. Curiously, employ ees in some 
concerns continued to cooperate after 
the crisis was passed. One works man- 
ager says of his company’s waste and 
scrap reduction campaign: “Our people 
got used to the idea of working more 
carefully during the recession. As things 
began to improve around here, the 
waste and scrap still down. | 
guess the boys in the shop just got the 
habit. We were frank and firm in stat- 
ing our case, and | think it got us a lot 
farther than if we had just pussyfooted 
around with a crisis.” 

To the veterans of industrial rela- 
tions, the firmer tone in management's 


staved 


voice indicates its determination to get 
the unembroidered facts of economic 
life across to employees. Most of them 
recognize that the payoff—if there is to 
be one—must be made at the bargain- 
ing table. They feel that if employees 
can be convinced of the soundness of 
management's position—in advance of 
bargaining—that conviction 
flected in a less adamant union position. 


will be re- 


The professional approach 


This, Mr. Swenerton of Gladding, 
McBean declares, 1s not easily accom- 
plished. In championing a “more pro- 
fessional management approach” in 
dealing with unions, he invites manage- 
ment to weigh a few facts: 
® The labor agreement is probably the 
largest single economic “deal” in the 
average Company. 
® Those who call themselves “profes- 
sional management” frequently have 
failed to apply the same quality of man- 
agement talent, thinking, planning, and 
skill to human relations problems that 
they have applied to other aspects of the 
business. (This is one of management's 
most vocal concessions, and the one 
most often ignored. ) 
® There is too much “seat of the pants” 
management in the labor relations field. 
Management looks upon the acrimoni- 
ous ordeal of bargaining as a process of 
progressive amputation. Collective bar- 
gaining is therefore viewed from an 
emotional standpoint. When the “deal” 
is finally made, management leaves the 
arena, throws the contract into the desk 
drawer and says, “Thank God, that’s 
over for another year!” 
® Management lacks objectives, philos- 
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new plant cite? 


The Texas Power & Light 
Company invites expanding in- 
dustry, large or small, to make 
use of the services of its staff of 
specialists—skilled and experi- 
enced in serving officers and 
executives of industrial corpo- 
‘rations. Without obligation, your 
particular location problems will 
be carefully and thoroughly 
analyzed by those having broad 
knowledge of industry and facts 
pertaining to manpower, materi- 
als, resources, finance and other 
important factors in Texas. 

i; all J. D. 

Director, Industrial 
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_ More than 300,000 
DedJUR now in use. Only 


STENORETTE 


carries the label of Fire 
Underwriters’ Laboratories. 
Your guarantee of the 
highest safety standards. 





SEND THIS 






ih 


AIRMAIL CARD TODAY 
FOR FREE BROCHURE 


No postage required. Please send no money. 
Turn the page for more exciting details. 
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Transcribing acecesseries at slight extra cost. 


a complete electronic “all-in-one 


dictating-transcribing machine 


DedUA 


GRUNOIG 


-~Stenorette 


The Electronic Stenorette* 
—the first really new dictating machine in 18 years! 


Dictate, transcribe, erase, correct, start again 
after an interruption, repeat a word or an 
entire report, all with a flick of the conven- 
ient “mike” button. STENORETTE speeds your 
work, prevents mistakes, saves you valuable 
hours each day. Here’s everything you’ve 
always wanted in a dictating machine—at 
half the cost of other dictating machines! It’s 
a fully-equipped, precision business machine 
that actually pays for itself in 
more-accurate, faster 

on-the-spot 

operation! 


~~ 


DeJUR-AMSCO CORPORATION, Dept. 





MORE THAN 300,000 NOW IN USE! Execu- 
tives everywhere prefer the STENORETTE to 
any other dictating machine regardless of 
price. STENORETTE gives you all the features 
of units costing twice as much — plus these 
advantages: Safety-control automatic error 
erasure, dual function dictator and tran- 
scriber, re-usable tape, and many others you 
can’t get elsewhere at any price. COMPLETELY 
PORTABLE: weight 11 lbs. 10 oz. Just plug it 
in—at home, in office, even in a moving car. 
It’s always ready when you are. PUSH- 
BUTTON CONTROL: easiest machine for you— 
and your secretary too! 
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Send me name of nearest Steno 


ls on the new DeJUR-TRIUMPH Typewriters. 
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AT LAST! 


Push-Button 
error-free dictation 
at a price 

everyone can afford 


HOW OFTEN have you seen a price in an ad for a complete dictating 
machine? Probably never. In fact, other manufacturers, realizing that 
their prices are so high, leave out all mention of purchase price or sug- 
gest that you can rent their machines. But you can own your Stenorette— 
because this electronic miracle sells for half the 


price of comparable major dictating machines. 
lt even costs less than a standard office type- 
writer! That’s why every office—even the small- 


est—can afford a Stenorette. only 

Transcribing accessories at slight extra cost. sig loaads 
COSTS LESS...ACTUALLY DOES MORE! Despite its amazingly low price, 
the world-famous Stenorette does everything the highest-priced units do 
—and more! It gives you every control, every time-saving convenience 
you can think of. And, because it’s the most modern of all dictating 
machines, it’s the easiest, simplest, fastest of all to use. Imagine! You 
dictate onto revolutionary magnetic tape—the finest medium for record- 
ing the human voice. And you erase with the automatic Safety-Control 
érror erasure. Just re-record over the words to be corrected. You can 
dictate continuously up to 45 minutes. You never have to worry about 
expensive resurfacing and/or replacement needed for old-fashioned 
belts, discs, and cylinders. And Stenorette’s foolproof PUSH-BUTTON 
CONTROLS make every step automatic. 


FREE BROCHURE SHOWS sow ru 


STENORETTE HELPS YOU “TALK” PAPER WORK AWAY. 
Illustrated book tells and shows you how to do more really productive 
work in less time with the DeJ UR Grundig Stenorette®. Quantities are 
limited, so get your request into the mail now. 
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FIRST CLASS 
PERMIT 31565 
L.0.€., M7. 











VIA AIR MAIL 
BUSINESS REPLY MAIL 


No postage stamp necessary if mailed in the United States 














postage will be paid by— 


DeJUR-Amsco Corporation 
45-01 Northern Bivd. 
Long Island City 1, N. Y. 
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DICTATE AND TRANSCRIBE WITH ONE 
MACHINE! A single Stenorette does it 
all. Just plug in the sensitive ““mike” 
with finger tip Safety Control and dic- 
tate. Transcribing accessories designed 
for convenience and comfort of secretaries are used 
with same machine. 


REALLY PORTABLE...WORKS ANYWHERE! Amazing 
Stenorette weighs only 11 pounds, 10 ounces, takes 
no more desk space than your briefcase. Stenorette’s 
special design allows perfect operation in a moving 
ear. (There's no “needle.”’) Exclusive “Conference” set- 
ting lets you record as many voices as you wish. Simple 
attachment lets you record telephone calls, too. 


MOST SENSITIVE DICTATING MICRO- 
PHONE. Another Stenorette exclusive. 
Shout or whisper—hold the microphone 
wherever you wish. Your voice will 
play back clearly at its natural level. 


USE THE SAME TAPE OVER AND OVER AGAIN! Dictate up to 
a full 45 minutes on miracle DuPont Mylar"tape. Tran- 
scribe. Start again with the same tape if you wish, 
Stenorette is as economical to use as it is to buy. 




















REMOTE-CONTROL ERASER! Make 
changes without touching the machine, 
Relax in your chair, press the button 
on the “‘mike,”’ listen to your last words 
& 3S —and record the correct words right 
over the error, thanks to safety control erasure. 








FOOLPROOF INDEXING! Typist knows exactly where to 
start listening, where to enter separately recorded 
changes, etc. 

| / A _| CHOICE OF TRANSCRIBING ACCESSORIES. 
oF | Double or single earpieces. Playback 
control with bar on typewriter or pedal 
under desk. 


. WORLD'S EASIEST TRANSCRIBING. Tens 
of thousands of secretaries operated their Stenorettes 
flawlessly within five minutes after their first trial. All 
agree that Stenorette’s clear, restful ‘“‘playback’’ per- 
mitted rapid, error-free transcription! 


*A product of DuPont 


HAVE YOU SEEN THE 
NEW FULL LINE OF 








Standard... Portable 
See them at your dealer’s now 
Mail postage-free card for complete 
details on the newest, most outstanding 
line of typewriters ever. 








ophy, and a plan for dealing with labor. 
Bargaining is a part-time job with man- 
agement: with labor it’s full-time. Man- 
agement is in the “catching” position 
instead of the “pitching” position. 

@ The key to a strong position at the 
bargaining table 1s the allegiance and 
loyalty of the individual employee. This 
cannot be won by “love me suddenly” 
communications techniques employed 
only in a period of high crisis. 

® Allegiance and loyalty must be earned 
and developed at the foreman level, in 
many concerns an area of almost crim- 
inal neglect. 

@ Management's tendency in labor re- 
lations has been to neglect the individual 


and attempt simplification of human 
relationships by handling them on a 


collective basis. Thus management de- 
plores collectivism and at the same time 
contributes to its development. 
@ Successful collective bargaining calls 
for cooperative use of the best talent 
and skills of professional management 
-an integrated plant, home. and com- 
munity program with “good bosses” at 
the core operating the year around. 


How it works 


At Mr. Swenerton’s own company, 
superintendents and foremen are in on 
the basic long-range planning—in con- 
nection with the key 1957 agreement, 
meetings were held weekly over a period 
of eight months. Operating people are 
asked for advice in formulating objec- 
tives and strategy. The company's argu- 
ments and economic pre- 
tested against this group, to see if they 
up. All problems and griev- 


are listed and cross-referenced to 


theories are 


will stand 
anees 
the language of the existing agreement. 
Foremen seniority clauses and 


assignments, 


write 


grievance procedures as 


and superintendents and _ production 
managers sit in at the bargaining table. 
And during the entire process, com- 


munications devices produced by the 
company keep employees 
policies, programs, and attitudes. 

Ihe months ahead promise some in- 
teresting and probably acrimonious ses- 
sions at bargaining tables the 
country. For the first time in many 
years, employees are becoming aware 
that the words “free enterprise” are not 
simply a phrase jotted down on the 
president's desk pad. They have learned, 
many of them, that the controls of our 
economy are not manipulated exclusive- 
ly by the leaders of labor unions—that 
the law of supply and demand has a 


advised of 


aCTOSS 


hand in it too. They sense that man- 
agement has a few demands and pro- 


posals of its own and it might be a good 
idea to listen to them. 

The new jut to the management jaw 
and the metallic glint in the manage- 
ment eye is the new style. It could be- 
come popular—and effective. END 
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Champion Paper gets weathertight, 
fire-safe product protection 
in this new Armco Building 





------------- 


is a tough product to ware- 
house: it requires a lot of space, 
and it must be kept dry. 


Paper 


The Champion Paper and 
Fibre Company helps solve these 
problems with their new Armco 
Building. The interlocking 
roof panels of this all-steel 
make it exceptionally 
moisture 


wall 
and 
structure 
weathertight, prevent 


penetration. 


And. 


is noncombustible. 


Armeo Building 


it s ideal ror 


since an 


warehousing materials such as 
lf fire breaks out, the all- 
helps contain 


paper, 
steel construction 
it. Losses are minimized. 


W ide. clear inte! lors olive wall- 
to-wall. floor-to- eiling use of 
space with plenty of maneuvering 
room for lift trucks. Large plas- 


The Champion Paper warehouse 
pi tured 
three 40-foot-wide bays. 
and 180 feet long. They 
the required warehouse space in 
a triangular-shaped 
still taking advantage of low-cost, 


above Is composed oT 
loo. 140 
provide 


plot while 


standardized construction. 


tic roof panels are often used to 
cut down artificial lighting. 


Each Armeo Building is Phuilt 


around al business. Pres IsIon- 


, 


; e ? ° 
made parts can be combined in 


an almost unlimited range of 


building sizes. shapes and _ar- 
rangements from 28 to more than 


LOO.000 sq. ft. 


Spoctsl-Armco designs: ond 
production methods, rapid erec- 
move-in dates—all re- 
And. these steel 


i 


pra tie ally eliminate 


tion. early 
duce initial cost. 
structures 


maintenance costs. 


Before you make a decision on 
your it will 
you to find out how you can get 
more for your building dolla 
with an Armeo Steel Building. 
Just mail the coupon. 


new building, pay 


FINANCING ARRANGEMENTS AVAILABLE 


ARMCO STEEL BUILDINGS 


Armco Drainage & Metal Products, Inc. 
258 Curtis Street, Middletown, Ohio 


Send me information on 
Name 

Firm 

Street 


City 


Armco Steel Buildings for the following use: 


Approximate size 
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Ryder System means trucks! More than 10,000 vehicles of 
this growing, publicly-owned transportation system are serving all 
types of business from coast to coast. Ryder Truck Rental branches 
are located in key U.S. and Canadian cities; Ryder’s motor carriers 


haul freight or bulk liquids in 20 states from New England to Texas. 





RYDER 
TRUCK RENTAL 
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RYDER SYSTEM, INC. 


GENERAL OFFICES: ENGLE BUILDING, P.O. BOX 33816, MIAMI, FLORIDA 


Write for a copy of Ryder System’s 1957 Annual Report 
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International Markets 














Overseas Operations: 
Getting the Help You Need 


... Trends and practices in overseas trade 


The “do it yourself” approach to foreign marketing has brought many 


~ companies unanticipated problems—problems they might often have avoided 


by using these practical shortcuts to successful overseas operations. 


EVER SINCE World War II, American 
management at various levels has been 
busily learning new and strange tech- 
niques in international market research, 
distribution, advertising, packing, ship- 
ping, financing, law, and even commu- 
nications, in order to participate in fast- 
expanding overseas markets. 

Some U.S. executives have actual- 
ly gone back to school to acquire the 


specialized knowledge and skills. Oth-' 


ers, with less time and money to invest, 
have tried learning on the job—often an 
equally costly method in the long run. 

In any case, for every executive who 
has the time, the patience and the per- 
sistence to indoctrinate himself in the 
complex and frequently curious tech- 
niques of doing business abroad, there 
are dozens whose enthusiasm is blunted 
by lack of time, lack of facilities, and 
the overriding pressure of daily busi- 
ness routine. 
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ALEXANDER O. STANLEY 


Fortunately for this group, today it 
is possible to hire specialists on a full- 
or part-time basis to take over any 
business function in which international 
expertise and specialized knowledge is 
required. 

Available services run the gamut 
from opening up a complete export 
division on a global basis to packaging 
cotter pins for export. You can buy 
these facilities by the yard, so to speak, 
to handle a particular problem on a 
one-time basis—or you can retain them 
to help you shape a complete, inte- 
grated program for long-term operation. 
Here is a rundown of the services you 
can hire: 


The combination export manager: 
This type of organization, which ts 


headed by a single executive or group 
of managers, backed up by a staff of 
specialists, will test-run your products 
abroad. If sales materialize they will 









A FIFTEEN-FOOT statue or a thumb-sized electronic part gets equal attention from en- 
gineers of export packing companies like the Jerome F. Gould Corp. of Brooklyn, N.Y. 


take over all the drudgery of getting 
your goods to market overseas. For a 
fee, which usually consists of an annual 
retainer plus commissions on sales ob- 
tained, they will function as your export 
division, Operating under your cOmpa- 
ny s name. Since the CEM usually car- 
ries On business from its own offices 
rule located in a port city—you 
are spared some overhead expenses and 
are shielded from direct contact with 
individual problems that may arise in 
handling the daily chores of exporting. 
[he broad decisions you have to make 
are mostly at the policy level. These in- 
volve such things as: 

@ The advertising budget—but not, ex- 
cept in the broader sense, where or how 
it is to be spent. 

@ [he product models you prefer to 
push, subject to the CEM’s experience 
on which of these are marketable under 


existing conditions abroad. 
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send for 
new edition of 


Sire 
b var 


O 
Sit 
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‘20 hes 
et a 
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detailing 
hundreds of 
selected 
industrial sites 


in Southern 
New Jersey 


jus graphic summaries Ol 
facts on markets, transportation, 
water, utilities, etc. in the 
3000 sq. miles of opportunity. 
Experts called previous SoNJ 
Site Map, “most complete 
tool in site selection.” 
SOUTHERN NEW JERSEY 
DEVELOPMENT COUNCIL 

G. Raymond Wood, Director 
Atlantic City 4-3338 

99 Boardwalk Arcade, 








Just attach coupon 
to your letterhead 


# Southern New Jersey Development Council 
99 Boardwalk Arcade, Atlantic City, N. J 
Please send 


MAP 
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] 
} 
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new edition of SITE g 
without cost or obligation. | 
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SPECIAL EQUIPMENT for overseas shipping: this self-unloading semi-trailer, designed and 
owned by AAcon Contracting Company, Brooklyn, N.Y.. speeds handling on the dock. 


@ The credit program under which you 
are willing to finance overseas ship- 
ments by offering facilities to acceptable 
risks. While some paperwork for your 
credit department may be involved, even 
this can be reduced to routine under 
the guidance of your local banker or, 
if he is not equipped to help you in 
this area, by the international division 
of one or more banks 
the CEM. 

Registering your trademarks, or pro- 
tecting industrial property rights, 
is another area in which the CEM can 
provide assistance by putting your legal 
officer in touch with specialists in this 
held. 

And when it complex 
business of packing for export, prepar- 
ing the shipping and getting 
products to CEM 


suggested by 


your 


1 


comes to the 


Papers, 
youl shipside, the 


takes over all the details. 


Marketability is the key 


All in all, if you are looking for a 
comparatively easy road to export mar- 
kets—provided your products are ex- 
portable—the CEM is the man or 
organization you want. The hitch: con- 
tinuity of effort. In order to operate 
profitably, the CEM has to divide his 
efforts among the companies he repre- 
sents. Consequently, ready marketabil- 
ity will play a big part in how well your 
products fare in world markets. Ulti- 
mately the results you get will usually 
depend upon (1) how carefully you 
choose your CEM and (2) how much 
cooperation you give to and get from 
your CEM in operating 
and flexible export program. 

But, if your company already has 
an international there are 
other more specialized services you can 
tap: 

Management consultants: Whether 
it's a question of plant location over- 


an aggressive 


division. 


seas, overhauling your foreign organiza- 
tion structure, or re-evaluating job re- 
quirements, compensation factors, or 
functional controls, you can turn over 
your problem to any one of a number 
of management consultants now offer- 
ing services Overseas. Some of the more 
prominent firms have created separate 
international divisions in the last few 
years to provide their domestic clients 
with a wide range of services equiva- 
lent to those available on the U.S. busi- 
ness front. Others, specializing in the tn- 
ternational field, have opened branches 
in the key industrial markets abroad to 
conduct on-the-spot studies for a grow- 
ing list of both U.S. and overseas com- 
panies. Still other specialists, working 
through affiliates all 
offer contacts 
commercial, industrial, and government 
channels. Within and within 
ethical limits can provide 
with almost any kind of 


intelligence you require, On an area or! 


over the world. 


effective with foreign 
reason 


Vou 


iney 


commercial 


subject basis, to solve specific problems. 

Research services: Whatever research 
data you are looking for store 
audits, brand preterence and 
consumer panels, public opinion polls, 
market evaluations, population 
data, industrial potentials, political cli- 
mate studies, analyses of package or 
label design, competitive price structure 
analyses, or data on distribution pat- 
terns—you won't have to reach tar for 
help. A number of domestic 
organizations have branched out to 
Europe, Latin America, and even parts 
of the Far East to provide 
facilities for U.S. clients. One rapidly 
growing U.S. company, specializing in 
international can do a thor- 
ough research job tor you in any of 
the 29 countries where it has opened 
a British organt- 
over for the 


retall 
surveys 


basic 


research 


research 


research, 


branches. Conversely, 
zation known the. world 





Rubber gets around 


In tires and tubes. Pencil erasers, 
boots and toy balloons. ‘The bene- 
fits of rubber are wherever we 
ride, work, walk or play. 

Many 


compete to 


companies, large and 


small, provide the 
countless rubber products we use 
every day. 

And the nation’s commercial 
banks contribute something, too. 


Commercial letters of credit 


supplied by banks help move 
natural rubber from distant ports 
to U. S. factories. Money, credit 
and financial services help manu- 
facturers form crude rubber into 
useful items, and in many cases 


help retailers stock and sell them. 


The Chase Manhattan Bank of 


New York, a leader in commercial! 
loans, is proud to be a part of this 


banking system which works with 





business and industry to provide 


better living for all Americans. 


THE 
CHASE 
MANHATTAN 
BAN K 


j 
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SWITCH FROM “SAVING’ TO 
MAKING MONEY? 


Why burden yourself and your executives with the countless details of an unpro- 
ductive department—the purchase and care of your trucks? 

Leasing your trucks the “NATIONAL” way doesn’t cost, it pays. That’s because 
you immediately have top executive time available for the profit-making depart- 





ments of your firm. 

You add truck experts to your staff, but not to your payroll. You gain both exec- 
utive time and capital 

Do as other profit-minded truck users; plan now to change over from ownership 
to leasing ... the “NATIONAL” way. For facts about truckleasing, write: 


® 
TRUCK LEASING SYSTEM 


Members in principal cities in the United States and Canada 


23 E. JACKSON BLVD., SUITE D-11+ CHICAGO 4, ILLINOIS 











“PHANTOM 
SUPERVISOR” 


on each of your trucks 


’ 
| 
’ 
‘ 
‘S 


helps cut down 


wasted time! 


saneane Gee CHOGRAPH graphically 


reports starts, length of stops, speeds traveled 


, 


‘ > " . 
records of every try 


to help cut wasted time. 
‘ if. 7 | . hic 
Lita y proa ices a Erapriis 


stops, speeds and distances 


tails on how TACHOGRAPHS can help improve 
TELLS ALL 


eoeeeneeseeenspeeeeseeeeseeeneeeeeeeeeaeeee 


Wagner Electric Corporation 


6439 PLYMOUTH AVE. e ST. LOUIS 14, MO. 
Please send a copy of Bulletin SU-3 
a ee 
Compony____ pecan cl clad 
Address 
City 


We operate____ _ ___ Vehicles 





scope and depth of its commercial in- 
telligence has been offering its services 
to American management through a 
U.S. affiliate. There is a wide variety of 
others. 

Advertising: Today there is hardly a 
first line agency that doesn’t have its 
own branches abroad. The rapid spread 
of U.S. branch establishments overseas, 
the growth of production facilities 
abroad to match expanding consumer 
markets, the trend toward common 
(mass) markets—all have created a 
need for on-the-spot advertising facili- 
ties. And this type of representation is 
not limited to companies with million- 
dollar budgets. Adequate facilities are 
available to companies interested in ad- 
vertising programs of more modest pro- 
portions through any of a number of 
U.S. ad agencies specializing in the 
international field. Your domestic agen- 
cy can contract for their services—or, if 
your ad department goes it alone, you 
can make arrangements directly with 
any of this group. You can even get 
expert guidance on a media and or 
market basis, since foreign newspapers, 
magazines, radio and TV stations and 
networks have agents—mostly in New 
York City—-who can help prepare a 
campaign specifically aimed at any trad- 
ing center in the world. To construct a 
budget to suit your financial resources 
and organize a campaign to fit your 
requirements, these publishers and net- 
work representatives have on file a 
wealth of marketing data and advertis- 
ing know-how. 

Translations: Nearly every large U.S. 
city has translation bureaus that can 
handle correspondence in any language 
on earth. Of course, if technical jargon 
is involved, or if brochures, ad mes- 
Sages, manuals, or instruction sheets are 
to be prepared for foreign readers, and 
complete accuracy is essential, be sure 
to hire an organization that Knows the 
technical expressions as well as the 
nuances of the language in question. 
Some U.S. export publications offer ef- 
fective translation services in this area 
of “trans-writing.” But if the volume of 
translations 1s sizable, or the copy 1s 
particularly important and involved, hire 
a specialist. Familiarity with your prod- 
uct and his own experience will enable 
him to present your messages clearly 
and succinctly. 

Legal assistance: Whether it’s a ques- 
tion of registering your trademarks, 
protecting your patents, drawing up an 
effective licensing contract, or advising 
you on the right organization structure 
for maximum tax or trade benefits, turn 
to one of the growing group of attor- 
neys specializing in the complex field of 
international law. 

Financing: International banking fa- 
cilities are at hand today tn almost 
every American city. Even if your own 
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a Chance to GROW m 


VENEZUELA 


Abundant raw materials, a strategic location for foreign trade, 
and far-sighted policies in the development of the nation’s 
resources have helped to focus the attention of the world on 
Venezuela. Attracted by these eee conditions, many 
businesses today are est: ablishing i in Venezuela positions of 
market leade rship which will be eal for many years to come. 


Industry finds many opportunities tor growth here. Per 


capita income is the highest in South America. Expanding 
local markets have led to a growth in domestic manufacture 
which makes practical the ineetion of both light and heavy 
industry in Venezuela. Foreign trade is at a high level, and 
there is no dollar exch: Inge prob ylem. 


The growth of ( ‘ia. Anonima Luz Electrica de Venezuela 

has m: itche d that of the nation. An investor-owned electric 

company serving 11 communities, including a part of Caracas, 

Venezuela s capital, | uz Electrica’s sales of electricity have 
increased 530% since 1945. 


FOR MORE INFORMATION on the advantages 
Venezuela offers your business and for a copy of the 
booklet “Investing in Venezuela’, write President, 
Cia. Anonima Luz Electrica de Venezuela or Area 
Development Section, American & Foreign Power Co., 
100 Church St., New York 7 


Compaiia Anonima Luz Eléctrica de Venezuela 


APARTADO 9279—CARACAS, VENEZUELA 


ASSOCIATED WITH THE AMERICAN 
& FOREIGN POWER SYSTEM 
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bank has no foreign division, it does 
VISIBLE maintain contact on a correspondent 
| basis with centrally located U.S. banks. 
The latter, in turn, operate through 


5 + * | 
Tis a wise man who branches or correspondent banking 


houses in all the principal trading cen- 


keeps his INVENTORY | ters of the world. They offer a plethora 
| of service—cashing and issuing foreign 

d CONTROL letters of credit, covering outward 

un er | bound shipments with time dratts, some- 

times discounting your Overseas recelv- 
ables, and providing other help. Fees are 
modest, and in some cases the banking 
charges are even absorbed by your over- 








Knowing what you have, where it is and when 
you need more will give faster, more dependable 


results—and real savings of work, time and money. 
seas Customers. 


Keeping tabs on exchange rates, on 
foreign regulations affecting dollar pay- 
ments on the goods you sell abroad, and 
on the money and market conditions 
prevailing in some 90-odd countries, are 
just a few of the other services per- 
formed today by international bankers. 
Their “new business” departments will 


Acme has creat inst ) 
cme has created end instoted hundreds even send vou leads on fresh sales op- 


of different Inventory Control Systems. Per- ay aye 
haps one would suit your requirements. If portunities which flow in from prospec- 


not, your Acme man will design a record ail sas | tive buyers in all parts ef the world 
to your specifications. | These data are yours for the asking. 
Other types of financing organizations 
eee exist. Some few companies specialize 

ACME VISIBLE RECORDS, INC., Crozet, Virginia I at , Sener . 
’ ’ , 9 B-1158 today in discounting foreign drafts on 
Send us more information on a “with (or without) recourse” basis. 


inventory Contro! Systems. Company Und labl I he f 

j > ‘ } y » »;* > Ipc < "> 
a ei i PCR | NC erstandabdly, fie wever, tne Tees are 
equipment for records. Baile ills en high compared to domestic charges. 


Address 


Correctly planned inventory records do much more 

than show “stock on hand’ — they list 

sources, vendors, maximum and minimum quantities, 
time required for delivery and dozens 

of other important facts that really CONTROL inventory. 








r j ~ 
Have representative call. 


Date Time ie _ ee | The dollar-exchange risk 





Factoring Overseas accounts 1s Only 
possible in the dollar-easy markets 
and there are not too many of these 
today. This type of service may eventu- 
ally be expanded when economic and 
political trends in some key areas Sta- 
bilize. Some hint of future facilities is 
seen in the fact that one prominent U.S. 
insurance COmpany recently went into 
the business of underwriting export 
credit insurance. Except in Iron Curtain 
countries, it will provide coverage 


against commercial delinquency and tn- 





solvency, at elastic rates—O.5 to 2.5 per 


OF DURABLE | | . cent on 90-day paper—although the 
ACRYLIC PLASTIC ' premium rises in direct proportion to 
the risk. 

As a rule, the insured exporter must 
: é ; : carry from I5 to 25 per cent of the 
a Does Your Business Mront Say About Your Company ve | total commitment at his own risk. Po- 

our f roducts Bik: . Your Service: The sign — building is litical risk and dollar-exchange defaults 
your “‘business card” to potential customers. No matter what you : 
make or sell—a good front is an important business asset ... and 
Plasticles Sign Letters give your business distinctive, personalized 
identification that will be looked up to and remembered. 





are still a bugaboo. To some degree, 1 
the commitments in question are large 
enough to warrant it, you can get cover- 
age through the Export-Import Bank. 
The dollar dilemma still plagues over- 
seas marketing, but new services and 
techniques are probably just around the 
corner. Currently, one company ts said 
Send Coupes for | PLASTICLES CORPORATION | | to be exploring the idea of providing an 
mastated Susetn ee ee ee ene eee Overseas investment package. Under 
ind out how you can identify your Mail Illustrated Sign Bulletin to... ' . asl 7 
sonteaet edits nbhentell Misutichas this arrangement, it would help you 
Sign Letters. Guaranteed not to Name_____ — nnn pick the spot where you want to open 
ee oe a ie Address pO gE x i ee Abo | up a branch plant, take care of all the 
when buying sign letters ine a red tape in getting your equipment into 
N PRINCIPAL CITIES | the country of choice, locate the site, 


The Right Sign is Important—Choose sign letters that beautify 
your building . . . that add prestige to your business. Plasticles Cor- 
poration manufactures a wide variety of designs and color combi- 
nations to choose from. 
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Muscles of 
MYLAR 


make 
. Columbia’s 
New 


EXEC 
M-S 


the STTO NgZest Mylar, DuPont's super-strong, super-sheer polyester 


film, puts the muscles in Columbia's new Execu-Tape 


carbon ribbon M-50 style ribbon, the new carbon ribbon that 


actually defies breaking, tearing or ripping by 
d / dad any business machine. Execu-Tape M-50 calls an 
CvUtT CVC Ope ? emphatic halt to costly ribbon-fixing interruptions 


.. . keeps your machines breezing along. Ribbon 






changes are reduced, too: Execu-Tape M-50 is the 





longest carbon ribbon of its diameter there is. 


In addition, Execu-Tape M-50 creates typing that 
challenges detection from actual printing: its rugged 
sheerness encourages the keys to transfer all the 
carbon to the typed page. You'll witness a 
sharpness of write that unmistakably says 
“executive correspondence. And masters—for 
offset, hectograph and most copying processes— 
are sharper, surer, more masterful! 


Switch to new Execu-Tape M-50—the strongest 
carbon ribbon ever developed—and forget about 


rips, tears and breaks! 


EXECU-TAPE M-50 
STYLE RIBBON BY 





COLUMBIA RIBBON AND CARBON MANUFACTURING CO., INC., GLEN COVE, NEW YORK 
COLUMBIA RIBBON AND CARBON PACIFIC, INC., DUARTE, CALIFORNIA 





available 
now from 


Philco! 














World’s fastest data processing system... 
all-transistorized, with up to 5 times the 
capacity... more for your computation dollar 


Transae also conserves valuable floor 

PH j [CQ on a ie pit space, requires little site preparation and 
no costly air conditioning— giving you the 

most economical large seale_ installa- 


tion possible. 


No other data processing system on the - | 
See Transac ... First From Philco... 


market can match the revolutionary 
Phileo Transac S-2000 Computer for 
speed, capacity and reliability. 

Before vou select your large scale data 


now available on sale or rental plans. 


processing system ... compare Transac 
for performance—here is capacity to 
solve the most complex problems many . 
times faster than conventional vacuum 
tube systems; compare Transac for reli- » bee § '& 
® 


abilitv and multi-million hour transistor 


dependability —AVAILABLE NOW. GOVERNMENT & INDUSTRIAL DIVISION 


4700 Wissahickon Avenue 
Philadelphia 44, Pennsylvania 
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It will pay you to investigate 
all of the many advantages of 
San Bernardino County.in Southern California 
(America’s largest county, B.A.) 
We will custom tailor to your indi- 
vidual requirements, confidential 
market research studies, site analy- 
sis facts, regional data and any 
other réquested material. No obli- 

gation, of course. 

Write on your company letterhead, in 
confidence to. 

Art Groos/Director of Industry 
County Board of Trade Dept. DR-2 
San Bernardino, California 














Wd CASTERS 


...add a touch of executive 
elegance to all furniture 


Move your chair with ease, even 
over Carpets. 

xy Swivel instantly.to prevent scufhing 
and wear. 

permanently lu 

lintproot. 


sy Silent, bricated, com- 


pletely 


sy Attractive finishes of Antique Copper, 


Satin Chrome, Bright or Satin Brass. 
sy Metal tread for carpets, linoleum, 
rubber tile; rubber tread for asphalt 
tile, terrazzo, or hardwood. 
sx Complete variety of models to fit all 
metal or wood executive and 
secretarial chairs. 


eading office equipment dealers, coast-to- 


coast... .ask for descriptive literature and demonstration. 


SHEPHERD CASTERS, INC. 


P. O. Box 672, Benton Harbor, Mich. 
(in Canada: Shepherd Casters Canada Ltd., Toronto, Canada) 


Available through 

















house and staff the plant, and, if neces- 
sary, even arrange to get local (for- 
eign) financing to supplement your own 
investment. 

Leasing of equipment on a fee basis 
is another phase of overseas marketing 
service now being explored. As an in- 
teresting variant, it is rumored that 
some European companies have been 
installing capital equipment and pro- 
viding materials for some segments of 
Latin American industry, in exchange 
for capital share ownership. When it 
comes to financing, the possibilities are 
almost limitless. But since all interna- 
tional transactions are affected by the 
movements of foreign currencies, an 
international currency expert can often 
provide valuable advice. 

Freight forwarding: Whether your 
product is to go by air or water, you'll 
do well to leave the mechanics of your 
overseas shipment to the international 
freight forwarder. Scores of these ex- 
perts, located in the port cities, are only 
as far away, figuratively, as your tele- 
phone. 

It's well to keep in mind, that 
several of the larger domestic treight 
forwarders and some international for- 
warding specialists, maintain branches at 
the principal ports of exit, as well as the 
principal inland cities. They provide a 
traffic network that is economical 
vell as effective. They can shunt your 
cargo by the quickest and or cheapest 
overland route, arrange for cargo space, 
save you and your customers money by 
consolidating LCL shipments, repack 
your goods to conform with foreign reg- 
ulations and insurance factors, and pre- 


100, 


as 


pare the voluminous papers that are 
needed to clear and convey the ship- 
ment from the U.S. port of exit to the 


overseas port of entry. This is one field 
of activity best avoided by the do-it- 
yvourselfer. Improper packing can mean 
higher insurance and _ shipping rates. 
Faulty documentation—even slight 
rors in typing—can result in heavy fines 
by foreign customs officials, to say noth- 
ing of delayed deliveries. ¢ 
land or overseas routing can pile 
shipping costs. Although in most 
the importer abroad picks up the tab 
for the bulk of the shipping charges, 
what he pays for finally 
flected in the price that your customers 
abroad must pay. 
Packaging for export: 
ing techniques developed during World 
War II, when millions of tons of equip- 
ment had to be and safely 
packed for trans-shipment overseas, are 
being applied today by companies that 


Ci- 


areless OVeCT- 
up 


Cases 
these 1s re- 


Special pack- 


speedily 


make a fetish of packing it right. These 
contract packers or export packagers 
run “disassembly” lines to tear down 


and compress equipment into damage- 
proof crates. They brace, 
and strap the package so it will with- 


coal. 


pad, 

















Guaranteed 


Service and 
Long Life! 








Long life ee = cnet. Reports from the 
field substantiate the fact that after 5 

even 10 years of continuous service, Magcoca 
Dockboards don't wear ovt. 


BEFORE 





If a board is damaged, such as the hole 
a switch engine ripped in this board, Magcoa 
Factory Service repairs your Dockboard like 


new ... at nominal cost. 





Individually measured and designed . 


individually fabricated for dock. All 
Magcoa Dockboards are guaranteed fo fit ex- 
actly. Use the coupon below for ‘Facts about 
buying Dockboards.” 


your 








7 MAGNESIUM COMPANY . 












7 OF AMERICA Materials Handling Div. 7 
we eOa | 
ma ve East Chicago 5, Indiana | 
| iapeeanidetiines in principal cities | 
[] Please send special Dockboard Facts File | 
| Nome ond Title____ SSE Te a 
7 Company____ | 
| Address . — oniiieiinmenees | 
| Ee | 
| In Canada: Magcoa Limited, Toronto, Ontor oJ 
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stand the four major hazards of ocean 

| transport—pilferage, corrosion, rough 

Resources for your future . handling, and crushing weight. The 
; ‘ methods developed cut costs as well as 

- : risks. One truck manufacturer made a 
1H New Jersey trial run of letting the package experts 
take over the handling of shipments 

| - | abroad. He not only saved $2.4 million 
New Jersey has a wealth of natural, and | 4 annually in packaging, shipping, and in- 
other, resources for business and industry. Among the \ « di | surance costs, but also received fewer 
‘other’ is the financial resources of National State ro ae customer complaints. To disassemble 
Bank of Newark . . . and the invaluable experience he. | and pack (wo pick-up trucks of the 
of serving New Jersey business in the important ['2- to 3-ton variety takes exactly 18 


eee minutes! The operators, using specially 
industrial Newark area for over 146 years. | eam 
devised tools and working in a con- 


f New Jersey figures in your plans | veyor-belt pattern, smoothly move the 
our representative will gladly trucks from one dismantling stage to 
call on you. Write to our the next. lo hold makeready time of 
Business Development stripping the different model trucks to 

a minimum, all the operators are first 
Ceparsmnen. briefed on the technique by means of 
color slides. Parts sensitive to stress are 
pointed out, so that the component can 
be safely dismantled. And to avoid a 
mix-up of parts when the trucks are to 
be reassembled abroad, a color code its 
used On components. Parts of the crate 
are prefabricated with specially condi- 


riritn ng FOUNDED 1812 tioned wood. 
tT 


EW PE a re NATIONAL STATE BANK This attention to detail and to cost 
a seems to permeate the whole field of 
: OF NEWARK contract packaging. It’s not surprising 

810 Broad St.. Newark 1, N.J that even some large international cor- 


porations are shifting more of their 
Membe deral Deposit Insurance Corporation . 
fe ber Fed r I €epo i Ir Sura € v Pp Uley packaging WW ork and problems to this 


type of contractor. 
Mass packaging ts not limited to the 


PLT YOUR "SY: ee massive products. Protective wrapping 
ro i | of small electronic components, dip- 

: ? -=2. | coating Of small machinery parts, en- 

P| {\T 1\ aos | | | closing sensitive equipment in scratch- 
ris Bi . ‘=, 4 i . | proot and chemical-proot bags, are just 

| a tew examples of the services offered 


AVLATION | | by the modern contract packer. 
: : . ) Handling many different products 


and exposed daily to many different 


TERRITORY - = =\) X , | problems, the contract packer has a 
#2: 7 : Yr | broad range of experience to draw upon 
Low overhead. Low taxes. Low rent. _ “ hen he meets the unusual. He ic more 


Ample room to grow, | | apt to innovate and experiment than the 
Year ‘round flying weather. At least | seananiaee average packaging department, whose 
1,000 ft. and 3 miles visibility 85% | ON YOUR LOADING international experience is more limited 
of the year. : | and confined. All this means better 
Excellent Class IV airport. ‘our | Rj ht N : . . —— 
: | . ackaging at better prices. 
$5,000 ft. paved runways. Lighted. DOCK aes is OW: te iis 1 a sal 
0 to 45 n ay These, then, are some of the facili- 

O minutes fror Majo i ets | , : 

: a WHEN YOU PUT MAGLINER MAGNESIUM ties you can tap to lighten your work- 

containing ‘ard of nation’s popula- BOARDS ON THE JOB! ; = S [- 
tion. 15 minutes from NAFEC. | DOCK 0 load and give your export aspirations 


) Magliners hurry loading .. . get materials in 


























Near key military centers. more elbow room. The fees you pay and 
the time you spend in hiring and work- 
ing with outside specialists may be one 


of the most sensible investments you 


. yf carrie n less time for le 
Uncongested air and ground traffic. Oe CAE 2S SEES ee ee ee. + FR eee 


Dependable, small-community labor 
force. Easily trained. 

Ideal vacation territory; fishing, hunt- 
ing, boating. 


money. Fast, safe, jar/ess crossover for men, 
loads and equipment! Built to last longer, 
Magliners stand up under the heavy knocks 
and pounding of power truck traffic—give ever made. END 
longer service life, more for your money! 
| Put Magliner Dock Boards to work for you | 
Call FOR DETAILS, | on your dock. NOTE: DR&MILI is planning to com- 


: ‘ lle ali ' service org ations in 
O% SITE MAP. | START SAVING TODAY! Write for new bulletin, Oe Se ee Hee oe 5 


fields reviewed in this article. If you 
| *Dittfi ms and How to Solve Them’ , , reg : 
U/xite REPLIES | Difficult Dock Proble Solve The are interested in receiving a copy, 


CONFIDENTIAL. i agkine please let us know. Address your re- 
p O. Box 311 ahah eeelses quest to International Markets Editor, 


MILLVILLE BOARD OF TRADE Pinconning, Mich DOCK BOARDS DO: es ep 7 va Se 
) Church St., New York 8, N.Y. 














Millville, New Jersey Canadian Factory: Magline of Canada Ltd., Renfrew, Ontario 
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NOW! 
A NEW DIMENSION 
IN PHOTOCOPY... 


QUANT 


Here it is—the process that adds a new 
dimension to the copying machine— 
quantity! Years of research have finally 





REVOLUTIONARY 
POLYCUrYT* 
PROCESS 
PRODUCES 


culminated in this exclusive Cormac 
development. 

You can make five, twenty, an infinite 
number of copies—trom just one master. 
Each copy is as clear, crisp and distinct as the 
original. You can file the master, make 

, copies years from now—and get perfect 

. ~ results every time. Copying with the 
PolyCopy process 1S simplicity itself. You 
use only one sheet. Peel-apart is eliminated. 
Cost of copies is cut in halt. Copying 


time is slashed all the way. 






Now you can have 
y > 
Cormas cop) Gg (ith) ° Ti ¢ fl 2 


UNLIMITED COPIES 


. ; es santa? ‘ 
( OF Midi Gil dtiili\ Lhe Lae ‘ 


It you have held off buying a photocopy 


limutati ns, 


FROM ONE 
MASTER... 
AT HALF 
THE COST! 


machine because of production 
hesitate no longer. If you have a photocopy 
machine but not a Cormac, you can 

adapt the PolyCopy process to it. And— 


~ | 
if you Own a non-photocopy machine, 


trade it in for a Cormac with the PolyCopy 
Process Get phot -sharp black and white 
copies which skip nothing, are permanent— 


PT : , a . , , . ail j 
with the net dadimensi }, r fnlimmiled 


Dn I , “a . ] L. | 
Poly( opies are Made Dy the 


] — . ' 
Polv¢ Opler, an accessory fO cxXisting 






equipment. Only $79.50 


\ 


r Po Se21! . ] - . . = ‘ 
Get the full story on the amazing PolyvCop 


a Process Send in this c upon for compiet 
information and a FREE demonstration. 


MAIL COUPON, TODAY! 










a ea eee ee | 

CORMAC PHOTOCOPY CORPORATION DEPT. 37 | 

BO FIFTH AVENUE NEW YORK N Y 

PolyCopy is a SINGLE SHEET Copying Process! ; tionary PolyCopy ess. N € | 

A ——— Sse 1@ rreeée ) re T he y Story 7 

CSO HF. IV A CS | 

a Saas Name 

_ PHOTOCOPY CORPORATION Title 
ae 1 

80 Fifth Ave.. New York 11. N.Y. OReaon 5-9310 Co pany | 
Address ' 

. , . City Zone State 

Just One Copy A Day Makes Any Cormac Pay rs i 


NOVEMBER 1958 10] 
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GENERAL OFFICE 


eo j *4 7 ] 
ispiy styled 


L ? 
Superovliy cng 
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STEELCASE 


Distinctively different ofhice furniture at moderate cost. Executive, general staff 


iy; . . . } ] 
and special-purpose othces for the entire company—creat« d with skill, imagina- 


tion and economy For illu strated brochure . write Dept. D . Steelcase Inc : Grand 
Rapids, Michigan. In Canada: Canadian Steelcase Co., Ltd., Don Mills, Ontario 
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Capital Views & Previews | 





Good business counsel from 


Ike’s top unofficial adviser 


Don’t Forget the Farm Market 


BUSINESS MEN on the lookout for 
growing markets will do well to keep an 
eye on America’s farms and the people 
who run them. Technological progress 
and improved management practices 
have made U.S. agriculture a highly or- 
ganized scientific Operation and a rich 
market that is certain to expand. 

So believes Dr. Milton S. Eisenhower, 
president of Johns Hopkins University 
and a former high official of the U.S. 
Department of Agriculture. While he 
has been concerned in recent years with 
the problems of education and educa- 
tional institutions, the President’s broth- 
er has kept abreast of agricultural de- 
velopments since he left the Department 
in 1942, and his influence over Ad- 
ministration farm policy has been con- 
siderable. 

“There was a time,” Dr. Eisenhower 
told DR&MI recently, “when most in- 
dustrial executives thought first of the 
urban consumer and tended to be in- 
different to the specific needs of the 
agricultural market. Today this is less 
true. Times are changing, but there is 
still a need for greater appreciation of 
the key role of a healthy, prosperous 
agriculture in the U.S. economy as a 
whole.” 

Dr. Eisenhower says there is certain 
to be disagreement among _ business 
leaders as to the best methods of keep- 
ing agriculture prosperous, just as be- 
tween farm leaders and politicians, but 
there is complete accord among farm- 
ers, business men, and politicians that 
the state of agriculture has an impor- 
tant bearing on our economic stability. 


Billions shrewdly spent 


An industry with a gross income of 
$35 billion is bound to be a good mar- 
ket. More than half of farm procure- 
ment is now in the hands of coopera- 
tives. Agriculture cooperatives employ 
buyers who are as capable as the pur- 
chasing agents of large industrial con- 
cerns. When all the buying was done 
by the individual farmer he had no bar- 


3s 
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PAUL WOOTON, Contributing Editor 


gaining power. Now he does. So, today, 
equipment must be tailored to meet 
special farm requirements and specifi- 
cations. 

Some $5 billion worth of supplies are 
purchased each year for the production 
and processing of farm products. Near- 
ly 20 per cent of the total goes for ma- 
chinery. Farmers use 30 per cent of the 
nation’s trucks and 10 per cent of the 
passenger cars. They spend more than 
$2 billion for gasoline and other pe- 
troleum products. 


Potatoes and profits 


As in other fields of endeavor, Dr. 
Eisenhower observes, research has made 
remarkable progress in the production 
and processing of agricultural com- 
modities. Agriculture is contributing 
importantly to the flood of new prod- 
ucts coming on to the market. This, in 
turn, is contributing to farm income 
and is making business for the rail- 
roads and for all those engaged in dis- 
tribution. 

Concentration and freezing of fruit 
and vegetable juices is one example of 
research that has resulted in the crea- 





wower 


Dr. Milton S. I 


“~ 


tion of a multi-million dollar industry 
and a more stable market. The mixing 
of dehydrated potatoes and milk was 
the basis of another new industry—in- 
stant mashed potatoes that have real 
appetite appeal. 

Research has made possible a long 
staple cotton industry. Cotton and wool 
fibers and fabrics have been given new 
and attractive qualities. Sick plants are 
cured with antibiotics, growth is regu- 
lated, weeds are killed, and insects re- 
pelled. Livestock losses of $20 million a 
year have been stopped by chemical 
control of insect parasites. The beet su- 
gar industry has been given new life by 
seed improvement which makes possi- 
ble more mechanization. Hybridity is 
accomplishing wonders. Among other 
things, it is building a new sorghum 
molasses industry. Wood _ structures 
have been made stronger, lighter, and 
more durable. 


Rural markets growing 


Farmers are blue ribbon customers 
of the chemical industry. Fertilizers are 
being bought at an annual rate of $1.3 
billion. Purchases of pesticides, weed 
killers, soil conditioners, and feed addi- 
tives total nearly as much. 

Farmers use 5 per cent of all paint 
produced—about $75 million a year. 

Rural electric systems operating with 


a -lectrificatic Administratio1 
Rural Electrification Administration 
loans are spending $225 million tor 
plant and equipment. The rural tele- 


phone system has a current procure- 
ment program that calls for the expen- 
diture of $90 million this year. Since 
the REA system serves more than five 
million farms or other rural establish- 
ments, a vast market ts being created 
for appliances. Machinery 
now is being used on the farm to such 
an extent that capital expenditure pe! 


electrical 


worker amounts to $16,800—as against 
the $15,000 investment needed in in- 
dustry. 


Ihe businesslike efficiency in modern 


farming frequently makes a_ business 
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PRODUCTIVE DOLLARS FOR INDUSTRY 





This should be of interest to Principals—Banks— 


Attornevs—Accountants and Business Brokers 


we will pay 
$1.000.000 to 5.000.000 
for a business 


To add to the Aetna Industrial Group. Dealing with us is simple 
and direct. We buy for ourselves and endeavor to retain present 


management and personnel. 


If the deal fits our Special Formula, you may realize more. 


We prefer to pay All Cash. 


Current earnings are not all important to us so long as it 1s 
an old established company and if we can be satisfied that our 
financial resources and business guidance can expand the busi- 


ness and its profits. 


A merger with one of our own companies will also be consid- 
ered. Needless to say, all negotiations are confidential. (Brokers 


or finders absolutely protected Fe 


Address Chairman of our Board, Mr. Walter W. Weismann, 
or any other executive officer. 


Aetna Industrial Corporation 





565 Fifth Ave... N. ¥. 17 


ye OVETRra, 


One aat ,0% 





Tel. OXford 77-8989 





Capital & Surplus $7,000,000 « Capital Available $10,000,000 

















How’s your 
letterhead ? 


of our useful brochure | 


Get your free cops 


Letterhead Logi Then, turn to the 
check list used by experts to gauge | 
letterhead effectiveness See for vyour- 
self how your letterhead rates. If the 
tests show room for improvement, 
HILL’s t4 years oO! specialized ©x- 
perience is at your disposa 

Learn how HILL craftsmanship can 
create tor you a letterhead you'll be 
proud of one that truly reflects 
the character, personality and prestige 
of your firm...a_ scientifically de- 
signed letterhead with built-in sales 
appea! ..and at prices much lower 
than you d expect. 

If you use 5,000 or more letterheads a 


write today for vour free Letterhead 
Logic. Just tellus how many letterheads you 
year a sample of 
your present 


\ eu 


ind please send 
let te! head. 


use a 


if it's worth seeing, put it on a Hill 


rk. o. H. HILL, inc. 


270 (D-0141) Lafayette Street 
New York 12, New York 


Attached is a sample of our Letterhead. 
We use per year. Please 
send me my free copy of Letterhead Logic. 


NAME 
COMPANY 
ADDRESS 
CITY 

STATE 


Fine Letterheads and Business Cards Since 1914 














ZONE 
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(at your next meeting 


1 BIG picture 
will be worth 10,000 words 











.. this new 
VU-LYTE Il 
Shows BIG, clear 
pictures on a 
screen or wall. 
No slides are 

needed. 


Beseler’s VU-LYTE II 
Opaque Projector projects 
your charts, maps, papers, your 

watch, this magazine, anything. 

It projects instantly, in full color or black 
and white, to a meeting of from 4 to 400. 
The VU-LYTE II is simple, quick, 
precise. It is your most effective aide to 
successful business communications. 





the brochure 
“11 Checkpoints 
For Better Vis- 
ual Meetings’ 


CHARLES CBSeaelehy comeany 
\ 


WHAT A LOUDSPEAKER 
IS TO. THE EAR 








EAST ORANGE. NEW JERSEY 
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office necessary. As a result there now 
is a sizable market for office equipment. 
Increased effectiveness in the produc- 
tion of food and fiber helps the nation 
in maintaining high industrial activity, 
Dr. Eisenhower points out. The average 
farm worker now produces enough for 
himself and twenty others. A hundred 
and twenty-five years ago he produced 
enough for himself and three others. 
Output per man hour is greater in ag- 
riculture than in industry, the Agricul- 
ture Department’s research service has 
found. Greater efficiency of farm pro- 
duction has aided industrial expansion 
in two ways. It has provided relatively 
cheap sources of food and raw mate- 
rial, and it has released manpower 
needed in the expansion of industry. 


How farm consumption will grow 


In substantiation of Dr. Eisenhow- 
er’s belief that agriculture is an expand- 
ing industry, Rex F. Daly of the De- 
partment of Agriculture’s Market Serv- 
ice points out that requirements for 
farm products will likely expand 50 per 
cent in the next two decades. Estimated 
population growth in America over the 
same period will account for most of 
the increased consumption, although an 
increase of as much as 12 per cent in 
per capita demand is regarded as possi- 
ble. Daly estimates that the total econ- 
omy easily. could double by 1975, as 
could consumer income. All this indi- 
cates a strong continuing demand from 
farmers for goods, materials, and 
equipment. 

So general has become the recogni- 
tion of rural-city interdependence that 
today many public and private agencies 


are sponsoring’ get-togethers where 
rural and urban interests can discuss 


their mutual needs and problems. Per- 
sonal contacts are supplemented by the 
circulation of farm-city fact sheets. Ki- 
wanis clubs are supporting this pro- 
gram. The goal is a farm-city set-up in 
every county seat. 

“The bewildering, rapidly changing 
developments that have taken place in 
this century,” says Dr. Eisenhower, 
“apply to agriculture as well as to na- 
tional and world affairs in general. 
When I was a boy in Abilene, Kansas, 
the people there thought that every- 
one’s welfare was determined by simple 
and measurable things such as individ- 
ual efficiency and the behavior of the 
weather. They now know that they can 
be efficient, and the weather can be per- 
fect, and still they can suffer economic 
hardship because of difficulties in the 
national economy or disruptions in re- 
lations with other nations. Abilene’s 
self containment has disappeared. Agri- 
culture, like Abilene, has been caught 
in the aftermath of global war and of 
ideological strife.” END 
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“T-1” Steel gave us 


a 122% payload advantage 


and helped boost business 


says Mr. C. J. Bender, President. 
Trinity Steel Company, builder of 
LPG tank transports 


Three years ago, the Trinity Steel Company of 
Dallas, Texas, built its first ‘“‘blimp”’ transport from 
USS “T-1’’ Constructional Alloy Steel. It could 
haul 122% more liquefied petroleum gas than other 
tank trailers of equal weight built of other materials. 

Trinity Steel has built two new factories, one in 
Dallas and another in Mexico, to take care of its 
rapidly expanding business. Today, Trinity Steel 
is the largest single builder of ‘“T-1’’ Steel blimp 
transports in the world. That’s quite an achieve- 
ment for a business that started in a mule barn. 

The use of USS “T-1”’ Steel in the largest tanks 
cut weight to such an extent that 1,200 extra gal- 
lons could be hauled on each trip. This amounted 
to a bonus payload that paid for the “‘T-1”’ Steel 
in one season. After that the 1,200 extra gallons 
rode free—and earned a clear profit. 

Trinity Steel was quick to advertise the advan- 
tages of USS ‘“‘T-1”’ Steel in their sales literature 
and promotion. This was an important factor in the 
quick acceptance of the new blimp transport. Now 
they are making smaller units of ““T-1"’ Steel that 
increase payload capacity as much as 50%. 

Why not get the facts on what USS “T-1”’ Steel 
can do for you? It has three times the yield strength 
of structural carbon steel; has exceptional tough- 
ness, even at 50 degrees below zero; and has out- 
standing impact properties and excellent resistance 
to abrasion. In addition, it can be forged, welded, 
flame-cut and worked with the usual shop equip- 
ment. Write for a copy of our comprehensive ““T-1”’ 
Steel booklet. United States Steel, Room 2801, 
525 William Penn Place, Pittsburgh 30, Pa. 

USS and ‘‘J-1'’ are registered trademarks 


United States Stee! Corporation — Pittsburgh 
Columbia-Geneva Steel — San Francisco 
Tennessee Coal & Iron — Fairfield, Alabama 
United States Steel Supply — Stee! Service Centers 
United States Stee! Export Company 


United States Steel 





Whats Your Loading Problem? 


GROUND LEVEL LOADING? YARD CAR HANDLING? 
INADEQUATE DOCK FACILITIES? |_| TEAM TRACKS? 


THIS MAGLINER MAGNESIUM LOADING DOCK ON WHEELS 
CAN SAVE YOU THOUSANDS OF DOLLARS! antendl ms 
COST IN JUST A FEW MONTHS! 


If you have no dock; an older building; a yard 
handling problem; need extra or movable dock 
facilities—then the Magliner Mobile Loading 
Ramp can solve your problem too! Combining 
magnesium strength with magnesium lightness — 
Magliner loading ramps can be moved by one 
man... give you a “loading dock” 

where and when you want it' Magliner 
loading ramps eliminate hand loading 

speed operations . . . cut expense! For 

highway trailers and yard cars. 

Get the Facts —write today 

for Bulletin DB-211. 


A LOADING p 
OCK 
WHERE YOU WANT J7 
MEN YOU WANT IT 


One _ Moves it! 


MAGNESIUM 


Mobile Loading Ramp 


MAGLINE INC., P. ©. BOX 3911,PINCONNING, MICH. 


Canadian Factory: Magline of Canada, Ltd., Renfrew, Ontario 
TORE a se le | How To Get Things Done 
CHRISTMAS Better And Faster 
wnt ORS Tarts a ‘ 


OF LUXURIOUS 
GOOD EATING 








For “heavenly” feasting and gifting — 
Forst delicacies hit the mark with every- 
one, every time. Succulent turkeys aro- 
matically spiced, applewood smoked — 
sugar-cured, hickory-smoked hams. 
Ready to slice, serve and enjoy! 


FORST sins 
smoxeo TURKEY 


Whole Smoked Tur- 
keys. 8-20 Ibs. net. 

Delivered price, 

$1.75 Ib. 


See BOARDMASTER VISUAL CONTROL 


meat. 7-8 Ibs. net. 
ess price, | “> Gives Graphic Picture—-Saves Time, Saves 


dead Money, Prevents Errors 


FORS Mountain yy Simple to operate — Type or Write on 
Smoked HAM Cards, Snap in Grooves 


Whole Smoked Hams, y Ideai for Production, Traffic, Inventory, 
Bone In, 10-16 Ibs. net. : } tc. 
Delivered price, j; Scheduling, Sales, E 
$1.50 Ib. | sy Made of Metal. Compact and Attractive. 

NEW! Boneless Smoked Ham. All Solid Meat. 8-10 | Over 300,000 in use. 
Ibs. net. Delivered price, $1.80 Ib. 50 
ORDER TODAY! Enclose gift list, adéseune, delivery dates . $49 . 
with your check. Delicacies gift-wrapped with your card Full price with cards 
enclosed, shipoed prepaid in U. S. . . . FREE on request: 
New Full-Color Gift Catalog. ae 24-PAGE BOOKLET NO. D-400 
On these items we will ship as near as pos- Ao & Without Obligation 
sible to weight you specify but ~~ may ne y i e 
a little over or a little under. If so we wi Write for Your Co Toda 
bill you or refund the difference. Py y 


THE FORSTS Route 538, Kingston, N.Y. GR APHIC SYSTEMS 


Important: All Forst Products are Gov't Insp'd. 55 West 42nd Street « New York 36, N. Y 
’ . . 








EXECUTIVE 
BOOKSHELF 


Brief Reviews of New Business Books 








Democratic Management 
THE ESSENCE OF MANAGEMENT by Mary 
Cushing Niles. Harper & Brothers, 49 E. 
33rd St., New York 16, 398 pages, $6. 
[he author attempts a synthesis of 
organization theory and the human and 
social factors in the work situation. No 
ivory tower treatise, her book details 
how management, armed with the knowl- 
edge of “what makes them tick,” can 
solve its morale and supervision prob- 
lems. 


Negotiating Know-how 
UNDERSTANDING COLLECTIVE BARGAINING: 
THE EXECUTIVE GUIDE edited by Elizabeth 
Marting. American Management Associa- 
tion, Inc., 1515 Broadway, New York 36, 
415 pages, $7.50. 

This up-to-date, comprehensive dis- 
cussion of collective bargaining tech- 
niques, written in practical terms by a 
group of 46 authorities, is aimed at the 
executive who does not specialize in in- 
dustrial relations. 


The Salesman’s Paycheck 
SALES COMPENSATION MANUAL: A GUIDE TO 
THE CAPITAL GOODS INDUSTRIES compiled by 
the Machinery & Allied Products Institute 
and Council for Technological Advance- 
ment, 1200-18 St., N.W., Washington 6, 
D.C., 239 pages, $20. 

A collection of sample plans, present- 
ed in clear outline form and documented 
by an MAPI-CTA survey. Should be 
generally helpful as a guide to manage- 
ment planning and implementation of 
sales compensation plans. 


Credit Theory and Practice 


CREDIT MANAGEMENT HANDBOOK, A Publi- 
cation of the National Association of Credit 
Men prepared and edited by the Credit Re- 
search Foundation. Richard D. Irwin, Inc., 
Homewood, Ill., 776 pages, $12. 

This “first credit handbook ever pub- 
lished” should be a valuable working 
reference for all business men and their 
credit managers. More than 100 special- 
ists contributed material on every phase 
of credit activity. 

Guide for Future Growth 
LONG-RANGE PLANNING FOR MANAGEMENT 
edited by David W. Ewing. Harper & Broth- 
ers, 49 East 33rd St., New York 16, 489 
pages, $6.50. 

Addressed to top management, this 
book details the best current thinking on 
the subject from the Harvard Business 
Review. Includes contributions by lead- 
ing business executives. 
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40% SAVINGS 40% WASTE 





















How to save up to 40% on towels 


It costs you nothing to switch over to a cabinet that will save up to 40% 
on towel costs—if you’re using ordinary roll or folded towels. 

Paper or linen. Why? Because the Westroll Cabinet at the left is 
loaned free of charge to purchasers of soft, absorbent WeStroll Towelling, 
How do you save? 

With Westroll Cabinet’s amazing ability to control, but not limit, 

the use of towelling. Without realizing it, users take far less towelling 
than from other cabinets. As proven by over five years of savings by 
Westroll customers across the U. S. and Canada. 

Westroll Cabinets and Towelling also simplify washroom maintenance, 
Reduce litter. Keep aliianadien neater. Load easily. Need refilling 


WESTRO Be less frequently. 


Westroll Cabinets are tamperproof. They do not require adjustments or 
} } . i 





repairs. They are always available from your nearby West 
Representative. He’ll be glad to demonstrate Westroll in your office and arrange for a 
free trial. No obligation of course. Just send the coupon. Or call your local West Office. 


————-——-—-—~—~—~—-—-—-—— — — — — — — — — — — — —. Power: - 


Programs and Specialties for 
Protective Sanitation and Preventive Maintenance WEST CHEMICAL PRODUCTS INC., 42-16 West Street, Long Isiand City 1, N. Y 
Branches in principal cities e« In Canada: 5621-23 Casgrain Ave., Montreal 


im < d i L r | ] Please send your free folder on cutting towel costs with Westroll. 
_}] Please have a West representative telephone for an appointment. 
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Position— : 
Mail t! upon with your letterhead to Dept 








Don t be surprised... but your 


OLD FREIGHT BILLS 
ARE WORTH 
MONEY! 


rg 
Fo , © ’ we 
< : 


- 
One phase of our 
business is to help you 


RECOVER FREIGHT 
OVERCHARGES 


You'd be amazed to know many 
companies, large and small, unknow- 
ingly paid excessive freight costs. The 
carriers didn’t do it intentionally 
but it happened hurried 
classifications, unfamiliar personnel and 
category confusion for new products. 
Qur business is to find these over- 
charges prove the claim and 
recover this money which is rightfully, 
yours. Our service is effective—almost 
$1.000.000.00 has been recovered for our 
clients to date. 
HERE IS ALL YOU DO: It’s simple! 
Just pack up your freight bills for 
the past two years and send them 
to us... 
WE will immediately place these 
bills through our extensive audit. 
If we find overcharges, these will 
be filed in your name. You receive 
a statement of all claims filed. 
THERE IS NO CHARGE for our au- 
diting service. You pay only 50% 
of the money we actually recover 
for you! 


how 


because of 


Write, wire, phone or mail coupon today 


.. NOW! 


> MIDWEST 


FREIGHT TRAFFIC BUREAU. INC. 


Nationwide Traffic Analysts 
1030 West Chicago Avenue ® sEelev 3-1044 


te 


(hicago 22. Ilinois« 


FREIGHT BILL PAYMENT SERVICE * ROUTING SERVICE * RATE SERVICE 
TRACING SERVICE * CLAIM SERVICE + YOUR TRAFFIC MANAGER'S 
RIGHT HANO MAN 


eeseeeeee@eee@ee@e0e0e0ee eee 
Gentlemen 








| am sending you my freight bills for the past 
two yeors. Please audit them and report your 
findings. There is no cost to me unless you 
find overcharges. lf you do, | understand your 
charge is 50% of the money you recover. 

] Please send more information. 

Name 





Company 
Address__ iad 
6 ———————————— _ 
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INDUSTRY GETS SET 
continued from page 39 


Company, Inc., Philadelphia, which 
manufactures cans, crowns and clo- 
sures, and packaging machinery. The 
company spokesman told DR&MLI that 
Crown is increasing, shifting, and mod- 
ernizing production facilities to take 
care of the predicted increased needs 
for packaging supplies. 

W. W. Morris, director of market 
planning for Westinghouse Electric, re- 
ports that future markets will affect the 
location of both the Westinghouse man- 
ufacturing and distribution facilities. 
In addition, an analysis of the expected 
mix of population levels is directing the 
company’s product planning effort in 
an attempt to develop products that 
have the greatest potential use. 

A building materials company with 
an eye to the future has just completed 
a new plant addition, despite the cur- 
rent industry condition of excess capac- 
ity. Another company has a proposed 
plant in Canada and will modernize its 
domestic plant to double its production 
of plumbing fixtures. 

Still another approach is being taken 
by Robbin & Myers, Inc., Springfield 
Ohio, manufacturers of electric motors, 
hoists, pumps, and fans. M. L. Aitken, 
general sales manager, explains his 
company’s plans this way: “By merger 
or outright purchase we are obtaining 
supplementary manufacturing space 
and sales personnel in order to provide 
diversified geographical locations to 
counteract the handicaps of delivery 
time and shipping costs.” 


New products for old 


New product development, of course, 
is one of the major ways Companies are 
attempting to clinch their share of fu- 
ture markets. Estimates of the percent- 
age of company sales volume in 1965 
which will come from new products not 
now on the market ranged from 5 per 
cent to 100 per cent. The majority set 
the figure at roughly 20 per cent. Man- 
ufacturers of aircraft and electrical and 
electronic equipment, who will be most 
affected by technological advances, an- 
ticipate the new 
product development. 

The Aluminum Company of America 
is concentrating its product develop- 
ment activities in areas such as build- 
ing, packaging, and leisure goods, where 
the best profit potentials are offered. 

Rayco Manufacturing Company, 
Paterson, N.J., is a good example of the 
company counting on product diversi- 
fication to swell its future sales volume. 
Irving Levine, assistant to the president, 
says the company, which now makes 
and distributes automobile seat covers, 
tops, and mufflers, is “building its fu- 
ture by product diversification. Rayco 


greatest degree of 


NEW WAY TO GO 


PROSPECTING 


ati Mesiiieelilseiactehict> 


SIGHT SAVERS, 


America’s eyeglass cleaners. 


Keep your selling message where it will be 
seen, with SIGHT SAVERS. 70% of your 


prospects and customers wear 


glasses. Give 


them these baby billboards containing over 
30 tissues and you make over 30 sales 


impressions. 


Here's advertising that lasts 


— carries the most favorable kind of brand 


image. 


SIGHT SAVERS are different, valu- 


able to the recipient, and economical for 


you. 
handouts. 
Dispenser-Pak. 


Ideal for calling cards, convention | 
Also available in 


desk size 


Write today for free samples, imprint- 
ing prices, full information Dept. 3411. 


Dow Corning 


CORPORA T 


MIOLAND mic 


'Oown 


SeIGAN 








MODERNIZE 


PRODUCTION 
CONTROL 


_ for less cost 


than you think! 


Standard Instrument 


production 


controls can be used singly or in 


combination to: 


— record on tape the on-off pat- 
tern of any machine, and total its 
actual productive time. (TIME 


RECORDER- T OTALIZER 


— $65.) 


— count, inspect, sort, start and 
stop machinery photoelectrically. 
(Rosot-Eyve PuHotro-ELectric 
ConTROL — $65 for most models ) 


— count and batch high-speed 
production electronically, actu- 
ate mechanisms at any desired 
count. (Tatty Count — $295 for 


3-decade unit ) 


— print out production totals on 
time-indexed tape, at predeter- 
mined intervals. (TALLY-PRINT — 


$275, with automatic 


reset ) 


For complete information on the 
above and other production con- 
trols, write for Brochure DR-1 1. 


4 
standard 


a INSTRUMENT CORPORATION 
= 657 BROADWAY, NEW YORK 12, NV. Y. 
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Now all our girls 


know how to use the Tickometer! 


An office manager reports: ‘‘ The Tickometer 

is such a wonderful help I’ve decided all our 
girls should know how to operate it...Now they 
all use the Tickometer to count and mark 
customers bills, service calls, complaints, 
cancellations, merchandise orders; and to count 
and date customer bill stubs, count and endorse 
checks for deposit. We save hours every day, 
and have a constant check on our work load.”’ 


































The Tickometer imprints, dates, codes, 
cancels most anything from a ticket stub 
to a ledger sheet—more than eight times as 
fast as an experienced operator. And it 
counts as it stamps. It does in minutes jobs 
that take hours done manually—speeds 
range from 400 to 1,000 items a minute. 
It doesn’t get tired, bored, or 
careless... and it’s so accurate that 
banks use it to count currency. 





Even when used occasionally 
only for a few minutes at a time, the 
Tickometer can still show important savings 
in time and costs—brings extra capacity, 
convenience and efficiency to many departments. 


It feeds automatically, stops for faulty 
items; is easy to set and operate; can be set 
for predetermined counts and registers 
partial amounts or totals. With optional 
accessories it signs checks, does 
consecutive numbering. 


You can rent or buy a Tickometer. 
Ask the nearest PB office to show 
how the Tickometer can help you. 
Or send coupon for free illustrated 
booklet and actual case studies. 








— ° PITNEY-BowEs, INc. 
— Pitney-Bowes | 1543 Walnut Street 
ae | Stamford, Conn. S 
= BOON aoe 
~ ; Send free Tickometer booklet and case studies 
| | ee ee a 
Made by the originator of the postage meter... 
offices in 107 cities in U.S. and Canada. i Address... pone a 
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NEW... FROM 
DUN & BRADSTREET 


MILLION 
DOLLAR 
DIRECTORY 


Identifying for the first time 
America’s biggest businesses and 
the men and women who manage 
them. 

Now in a single volume basic facts 
about 21,000 businesses with indica- 
ted worth of $1 million or more. 

For maximum utility the MILLION 

DOLLAR DIRECTORY is arranged four 
ways. Section I lists businesses alpha- 
betically showing: 
@ Address @ State of Incorporation 
@ Standard Industrial Classification 
Numbers for Major Functions @ De- 
scription of Business Function @ Name 
and Function of Operating Divisions 
@ Sales to nearest million M Number 
of Employees @ Names of Officers, and 
functions where known @ Names of 
Directors BM Names of Individuals re- 
sponsible for Purchasing and Produc- 
tion, where available 

Section II lists businesses by cities 
and towns; Section III is arranged by 
line of business; Section IV is an 
alphabetical arrangement of Officers 
and Directors. 

The MILLION DOLLAR DIRECTORY, 
ready January Ist, puts at your finger- 
tips facts about clients and prospective 
clients—to build mailing lists—to plan 
sales promotions—for market studies. 


ACT NOW —SAVE $14 


on special pre-publication Charter 
Subscription offer of $84.50. Regular 
price, $98.50. 


Use coupon for additional information. 


DUN & BRADSTREET, INC. 


FF Se a GE Se a ee a ae ee a eee 


DUN & BRADSTREET, INC. I 

Directory Division, Dept. A i 

99 Church Street 

New York 8, New York H 
I 


__.J DOLLAR DIRECTORY. 


-— Reserve copies of the MILLION I 
J DOLLAR DrREecTORY. Bill us later. 


i 
I 
i 
i | Send us more information on your MILLION 
I 
I 
I 
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is using product diversification to reach 
the small isolated markets previously 
untapped because of their limited po- 
tential for a single product. We also 
anticipate bigger Rayco stores which 
will enable Rayco to get its full line of 
products into the hands of customers 
we have been unable to reach because 
of the lack of local retail outlets.” 


Other industries, other sales 


Better than half the concerns sur- 
veyed have some plans for moving into 
new lines of industry to take advantage 
of the changing market. Generally they 
hope to achieve this end by diversifica- 
tion, acquisition, and merger. Others 
plan to stay within their own specialty 
but with a broader product line. 

Rayco is a case in point. It plans to 
build through its present units of distri- 
bution, rather than by acquisition of 
other companies. The Rayco spokes- 
man explains: “We expect to move into 
the boating industry, where there is a 
great need for product merchandising, 
Standardization, and application of 
modern marketing techniques. Tops for 
boats will probably be the greatest in- 
come source. The same craftsmanship 
is needed for automobile tops as for the 
tops of boat cockpits.” 

A farm minerals and chemicals pro- 
ducer told DR&MI, “Perhaps 20 per 
cent of our sales will be in new lines of 
industry ten years from now.” 

A West Coast manufacturer of air- 
craft and missile component parts re- 
ports that a strong effort is being made 
to find and exploit commercial applica- 
tions of present military products. And 
the Underwood Corp., a large manu- 
facturer of office equipment, recently 
has acquired an electronics company in 
the field of telemetry and radar. 

Large companies which are already 
highly diversified are constantly seek- 
ing new opportunities for further di- 
vers ‘cation and acquisition. In recent 
years a major oil company has greatly 
expanded its chemical research and 
manufacturing operations, and _ this 
process is likely to continue. 

All but a few of the companies reply- 
ing to the survey expect their sales staff 
will have to be considerably larger, bet- 
ter trained, and better organized to best 
the competition in a market crowded 
with new and improved products. Most 
companies said they would attempt to 
keep the growth of their sales force 
proportionate to the sales volume in- 
crease. A few companies envisioned 
Staffs triple the size of their present 
sales force. 

A company that intends to make use 
of several of the outlined measures for 
capitalizing on stepped-up demand is 
Wade, Wenger & Associates, Inc., Chi- 
cago, which manufactures carpet and 
furniture cleaning equipment and pro- 
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A COMPLETE SHEET METAL 
SHOP IN ONE MACHINE 


PULLMAX 


DOES ALL OF THESE OPERATIONS 


STRAIGHT CUTTING 
. 
1 ®«s 


INSIDE SQUARE CUTTING LOUVER CUTTING 








IRREGULAR 


IOGGLING 
OR OFFSETTING OR FREEHAND 


—} 
a | 


SLOT CUTTING 


* CUTS MILD STEEL UP TO ''/;,” 


The one machine that’s sure to 
save time, labor and material 
when you work sheet or plate. 
Eliminates expensive die costs— 
easy to operate. 7 sizes to choose 
from. 


Write for free catalog 
on Metalworking 


Ideas. 
. 16 m.m. Sound Film 


. or o demonstra- 


tion right in your plant- 


AMERICAN PULLMAX CO., INC. 
2483 N. Sheffield Ave. Chicago 14, Il. 





REQUIRED BY THE ACT OF 
AUGUST 24, 1912, AS AMENDED BY THE ACTS 
OF MARCH 3, 1933, AND JULY 2, 1946 (TITLE 39, 
UNITED STATES CODE, SECTION 233) Showing 
the Ownership, Management, and Circulation of DUN’s 
REVIEW AND MObpeERN INDUSTRY, published monthly at 
Chicago, Ill., for October 1, 1958 

1. The names and addresses of the publisher, editor, 
managing editor, and business manager are: Publisher, 
H. B. Idleman, 99 Church Street, New York 8, N.Y.; 
Editor, A. M. Sullivan, 99 Church Street, New York 8, 
N. Y.; Executive Editor, M. Joseph Dooher, 99 Church 
Street, New York 8, N. Y.; Business Manager, Viola 
Anderson, 99 Church Street, New York 8, N. Y. 

2. The owner is: Dun & Bradstreet Publications Corp., 
99 Church Street, New York 8, N. Y.; the name and 
address of stockholder owning | per cent or more of 
total amount of stock is: Dun & Bradstreet, Inc., 99 
Church Street, New York 8, N. Y 

3. The known bondholders, mortgagees, and other se- 
curity holders owning or holding | per cent or more of 
total amount of bonds, mortgages, or other securities 
are: None. 

4. Paragraphs 2 and 3 include, in cases where the stock- 
holder or security holder appears upon the books of the 
company as trustee or in any other fiduciary relation, 
the name of the person or corporation for whom such 
trustee is acting; also the statements in the two para- 
graphs show the affiant’s full knowledge and belief as to 
the circumstances and conditions under which stock- 
holders and security holders who do not appear upon 
the books of the company as trustees, hold stock and 
securities in a capacity other than that of a bona fide 
owner. (Signed) H. B. IDLEMAN Publisher. 


STATEMENT 


Sworn to and subscribed before me this 9th day of 
September, 1958. Loretto A. HANNEyY (Seal) (My com- 
mission expires March 30, 1960). 

complete program can help you 


join Comet's list of widely 
recognized and successful 
authors. Send for FREE copy of 
How To Publish Your Book. 
CAN & E COMET PRESS BOOKS 
Dept. DR-11, 200 Varick St., N.Y.14 


PUBLISHED! 





Our high royalty—low subsidy 


industry 












e1 ONE DEPENDABLE SOURCE for all your fabricated metal parts 


only MUELLER BRASS CO. offers 


all these metal fabricating methods to assure 
you the best product at the best possible price 


To obtain the desired physical and design requirements in a part at the lowest unit cost, there is usually 
one specific process by which that part can be most successfully and economically manufactured. Because 
the Mueller Brass Co. offers all these methods of production, you get sound engineering, the best method of 
fabrication and the assurance of getting the best product at the lowest cost. Sales and engineering service 
is available to you at Mueller Brass Co. offices throughout the United States. Make Mueller Brass Co. your 
one dependable source for all your fabricated part needs. 










forgings 
The Mueller Brass Co. is the world’s largest pros 
ducer of brass, bronze and aluminum forgings. 






impact extrusions 


The Mueller Brass Co. now offers “Cold-Prest’’ 
non-ferrous and ferrous impact extrusions. Flex- 
ible new facilities makes practical either long or 
short production runs of simple or complex shaped 
parts on an economical basis. 








screw machine products 


The Mueller Brass Co. maintains one of the 
largest automatic screw machine departments in 
the country, specializing in the manufacture of 
non-ferrous parts . . . completely equipped to 
perform secondary operations. 







powder metal parts 


Precision ferrous and non-ferrous powder metal 
parts are available from Mueller Brass Co. 
through its subsidiary, The American Sinteel Core 
poration. 








castings 


The Mueller Brass Co. has a modern foundry 
equipped to produce quality brass and bronze 
castings to your specifications. 







formed copper tube 


The Mueller Brass Co. offers complete facilities for 
producing formed copper tube shapes and ase 
semblies to the most demanding tolerances. 













also producers of: 


Super Cutting Red Tip Brass Rocl * Aluminum Ex- 
trusions * Aluminum Sheet, Coil and Strip * Plastic 
Pipe and Fittings * Copper Tube and Solder Type 
Fittings. 








yoN 
ea» MUELLER BRASS CO. port HuRON 38, MICHIGAN 
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Staple Filled Cartons from the Outside! 


j 


|nternational 


A real lightweight champ (weighs in 
staples 
takes 


on all comers, including center-slotted, 


at only 8 lIbs., 12 ozs.) 


cartons after they're filled . . 


partial overlap, full overlap, or telescope- 


type carton closures... 


a winner in the clinches, 


too; adjustable penetration control regulates staple 


depth for full or blind clinching. 


WRITE for illustrated literature 


gt™ATFro 

A % 
> Gold Crown *: 
a 


IN 
AN 


international fiz plers 


TERNATIONAL STA 
D MACHINE 


an 
COMPANY 


* x Originators of Closing Staplers 
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of WEST VIRGINIA is 
forested with High Grade 


West Virginia's aggressive 
forestry program will provide 
a constant supply of best 
quality timber for woodwork- 
ing industries. This section of 
the Appalachian where the 
finest hardwoods grow, is 
65% woodland. Why not be 
near this dependable source 
of supply? 








» ie 
West Virginia 


Virgin a story write Don Crislip, 
Executive Director, West Virginia Industrial & Pub- 
licity Commission, State Capitol Building, Room 300, 


Charleston 5, West Virginia. 
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For the West 


ALLEN 


Heavy Duty 
PUNCH PRESSES 


Powerful 
Dependable 


Economical 
Fully 
Guaranteed 


Moderate 
in Price 


Hundreds of Different 
Model Combinations 
1 to 12 ton capacities 


See your Supply Dealer or write 
for Catalog giving complete in- 
formation, specifications and 
prices. 

Thousands in use 


the World over 











= su158 chee Model LTX— Special Baty 
less moter — feb 1 Ton— $89.50 less moter — feb 


ALVA ALLEN INDUSTRIES 
Dept. DR, Clinton, Missouri 





vides a cleaning service for the home 
and industry. 

K. N. Hansen, president, offers these 
details of his concern’s plan of action: 

We wil) begin with an increased break-~ 
down of suburban sales and service terri- 
tories. There will be a careful tie-in of 
country estate and new development cen- 
ters to organized territories, with readiness 
to shift quickly to take advantage of com- 
munication and purchasing patterns. Our 
local managers and regional supervisors 
will be trained to move quickly in order to 
be the first to take new opportunities and 
give authority at the local level to keep 
market penetration above a minimum of 
20 per cent and shoot for a reachable goal 
of 50 per cent. 

In other words, we see all suburban de- 
velopments, plus all country living devel- 
opments outside of the suburbs as our new 
market bonanza. Dollars for services flour- 
ish in these markets. We also plan to add 
new services and products for home use 
and industrial maintenance. 


Changing channels 

Roughly 65 per cent of the compa- 
nies queried believe that some changes 
in the channels of distribution of their 
products will be necessary by 1965. 
Some trends in distribution procedures 
can be spotted in the various industries 
represented in the survey. 

For example, manufacturers of alloy 
steel, steel plate, and specialty steels are 
unanimous in predicting increased dis- 
tribution of their products through 
warehouses and a reduction of direct 
mill business. A leading producer of 
specialty steels intends to employ inde- 
pendent warehouse facilities in addition 
to its own salesmen, who are now used 
exclusively. 

The Aluminum Company of Amer- 
ica plans to make greater use of special- 
ty jobber outlets for the distribution of 
its nonferrous metal products. Some 
marketers of petroleum products see an 
increased emphasis on retail operations. 
Manufacturers of consumer products 
generally agree they will seek more 
large volume outlets. 

What will the changing and expan- 
sion of channels do to the distribution 
cost picture in the next decade? Opin- 
ion expressed in the DR&MI survey 
was about equally divided on whether 
relative distribution costs will go up, 
down, or stay about the same, although 
a slight majority foresee higher expen- 
ditures. 

Some of the reasons given for mount- 
ing costs were the general effect of con- 
tinued inflation, rising transportation 
costs, the necessity for financing distrib- 
utors and retailers who are unable to 
obtain operating capital, and the initial 
expense of new plant locations and ad- 
ditional sales personnel. 

Those who predict a reduction look 
to expanded volume to offset costs. Oth- 


| ers think improvements in distribution 
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There’s room for you in ROCK ISLAND 


* TO TWIN CITIES 


AND DULUTH 
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E. T. Smith, Industrial Agent, Chicago 


IN KEY AREAS ALONG THE 


MISSISSIPPI AND ILLINOIS WATERWAYS 


If you want a site that combines good, dependable rail- 
road service with low-cost water transport, the Rock 
Island can help you. Maybe you're a defense industry 
and seek a less vulnerable area. Perhaps you are de- 
centralizing and want a good site in the Midwest. What- 
ever your reasons, E. T. Smith of Rock Island Industrial 
Development has a place for-you on the Mississippi and 
Illinois Waterways 

The map above shows you the proximity of these 
choice sites to key Mid-America markets. Within 500 
miles are Chicago, the Twin Cities, Omaha, Kansas 
City, St. Louis, Louisville, Indianapolis, Detroit—to 
name a few. You have direct access to world-wide ship- 












) Rock 
Visland (= 





1958 


ping through the Port of Chicago in the North, Port of 
New Orleans in the South. And, besides excellent river 
transport, Rock Island rail service is yours from plant- 
side spurs that will be laid to meet your special needs. 

Let Mr. Smith give you all the facts about these 
splendid waterway locations. He has the tax and labor 
picture, power and utilities story—all the vital infor- 
mation. He’s talking to some of America’s biggest com- 
panies about these areas. Last year he and other Rock 
Island specialized personne! like him helped locate 377 
industrial installations along Rock Island tracks—a to- 
tal investment by private industry of $404 million. He’ll 
welcome your inquiry, too. Write, in confidence, to: 


Industrial Department 108 


ROCK ISLAND LINES 


La Salle Street Station, Chicago 5, Illinois 





How TO GUT TIME 


from design ‘‘OK”’ to actual production 
for your housings and enclosures 





with LINDSAY 





the production 


Solve 
auceéd 


problems of your planned 


binet or enclosure 
— time 


easily and quickly with necessary. 


the use of Lindsay 
Structure's more than 
80,000 available sizes, 
in your choice of metals. 
Write today for 


further information or 


Is 


cost estimate. 





of exterior finishes. 
is assured regardless of the 
. even though handled by 
different locations. Size and shape may be altered at 
. and no dies need be scrapped, 


INTERNATIONAL 
1435 Edgar 
Canadian Affiliate: Lindsay-International, 





STRUCTURE 


Once design has been established, production can be 
started almost immediately with Lindsay Structure com- 
ponents — there’s proof of this in hundreds of applica- 
tions for cabinets, housings, instrument panels and en- 
closures — using all workable metals, and with a variety 


Absolute uniformity of finished units 
design or the quantity pro- 
unskilled workers at 
any 
no retooling is 


t 


LINDSAY STRUCTURE 


DIVISION 


STEEL 
Evansville 7, 


COMPANY 
indiana 
Ltd. 


Street . 








ways fo cut 
rising costs in 
production 






New Management Guide shows how thou- 
sands of plants are winning new economies 
Every management executive concerned with 
production today will want a copy of this 
new 40-page book of ideas for greater pro- 
ductivity at lower cost — just issued by the 
makers of the famed Produc-Trol for produc- 
tion control. 


Mail coupon for your copy today! 
Creator of Effective Tools for Effective Management 


write 


Phone Westport, Conn. CA 7-41 17 or 


WASSELL ORGANIZATION INC. 


Westport, Conn 





. Send Free Booklet on 16 Effective Tools 
Name 
Company 
Address 


City & State (DR) 
a eee ET 
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economy 


Low initial price. Minimum installation 
cost. High efficiency—low operating ex- 
pense. Practically no maintenance. They 
add up to real heating economy . . 

and you get all four with Reznor, the 
world’s largest-selling gas unit heater. 


ECONOMY is only one of many rea- 
sons why these completely automatic 
packaged units are ideal for primary, 
replacement or supplemental heating 
in all kinds of commercial and industrial 
buildings ... large or small. 










Ask your Reznor distributor or 
dealer for complete details. You'll 
find him listed under ‘Heaters, 
Unit’’ in the Yellow Pages. 






NI 
s -REZNOR 


SELLING DIRECT-FIRET 


UNIT HEATERS 


80 Union St., 
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Reznor Mfg. Co., Mercer, Pa. 
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channels, sales procedures, and _ the 
product line will result in more efficient 
and economical distribution. 

The most promising aspect of the ex- 
pected population boom, in the opinion 
of most of the manufacturers polled, 


will be the growth of particular age 
groups. 

Makers of products ranging from 
candy bars, sports equipment, and 


school buses to automotive accessories, 
portable typewriters, and clothing are 
waiting eagerly for the 9.5 million pre- 
teens and teen-agers who will be added 
to the total population by 1965. 
Manufacturers of hearing aids, opti- 
cal goods, mobile homes, and leisure 
activity equipment are getting ready to 
spread their wares before 7 million 
more persons in the over-45 age group. 
A dip in the 25-39 age category will 
temporarily hamper sales in some in- 
dustries, but by 1970 this section of the 
population will be swelled by an army 


of maturing teen-agers. 


“New family formations” are magic 
words to a large percentage of the 
companies, particularly those in the 


building materials, furnishings, and ap- 
pliance fields. It is estimated that more 
than a million new households will be 
formed by 1970. This is virgin territory 
for durable goods manufacturers. Add 
to this the number of families who will 
move from city apartments to the sub- 
urbs, and sales possibilities in this area 
look even rosier. 


The great migration 


Millions of Americans also will be 
on the move to the more rapidly devel- 
oping sections of the country, and this 
will have a marked effect on industry’s 
profits and growth. The Far West and 
the industrialized South will offer the 
best opportunity for marketing growth, 
say an overwhelming majority of com- 
panies polled. Several that believe this 
geographical shift will have a great effect 
on their business are planning ways to 
Capitalize on it. 

A producer of shoe manufacturing 
rachinery is planning the realignment 
of its sales territories in the South, 
Southwest, and Pacific Coast. And Ray- 
co has made a series of studies on popu- 
lation COmposition to spot trends to cer- 
tain areas. It hopes by establishing units 
in growing areas to take advantage of 
the usual lag in the move of services to 
a new market. 

The Borden Company recently con- 
solidated its dairy foods and cheese op- 
erations in the South and West tor 
greater efficiency and concentration of 
effort. Other companies are planning to 
build or expand manufacturing facili- 
ties in areas where labor is more avail- 
able. 

Makers of quality products and of 
equipment for leisure time activities ex- 
Mo 
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PROPOSALS SOLICITED FOR LEASE OF 
DEPARTMENT OF THE ARMY INDUSTRIAL FACILITIES 





MISSOURI RVER 
—@ 
_S 








All or portions of the above installations are 
available for use for commercial purposes. 
Possible uses are unlimited. 


Facilities: Oleum plants (sulphuric acid); nitric acid; acid concen- 
tration; ether still; nitrocellulose; various explosive manufacturing; 
organic chemical manufacturing; steel foundries; heavy and light 
manufacturing; loading and assembling; offices; warehouses; power 
plants; storage tanks; many other facilities. 


Transportation: Rail and highway facilities are available to these 
installations, including intra-plant rail and road systems. 


Utilities: All necessary utilities are available. 


Labor: There is a surplus of both skilled and unskilled labor in the 
immediate vicinity of most plants. 


Detailed information, arrangements for inspections, invitations for pro- 
posals and sample form of lease may be obtained from the U. S. Army 
Division Engineer having jurisdiction over the area in which you are 
interested. The addresses of the Divisions Engineers are: 


OHIO RIVER 
PO Box 1159 
Cincinnati, Ohio 


NORTH ATLANTIC 
90 Church St. 
New York 7, N. Y. 


MISSOURI RIVER 
PO Box 1216 
Omaha, Nebr. 


SOUTH ATLANTIC 
PO Box 1889 
Atlanta, Georgia 


NORTH CENTRAL 
536 So. Clark St. 
Chicago 5, Ill. 


SOUTH PACIFIC 
PO Box 3339 
Rincon Annex 

San Francisco, Calif. 


SOUTHWESTERN: 1114 Commerce St., Dallas, Texas 


CORPS OF ENGINEERS, U.S. ARMY 











MISSOURI RIVER 

. Cornhusker Ordnance Plant, Grand Island, Nebr. 
. lowa Ordnance Plant, Burlington, lowa 

. Kansas Ordnance Plant, Parsons, Kansas 

. Lake City Arsenal, independence, Mo. 

. Nebraska Ordnance Piant, Wahoo, Nebr. 

Rocky Mountain Arsenal, Denver, Col. 

St. Louis Ordnance Plant, St. Louis, Mo. 

St. Louis Ordnance Stee! Foundry, St. Louis, Mo. 
. Sunflower Ordnance Works, Lawrence, Kansas 


NORTH ATLANTIC 


1. Birdsboro Ordnance Stee! Foundry, Birdsboro, Pa 
2. Burlington Ordnance Plant, Burlington, N. J. 

3. Edgewood Arsenal, Edgewood, Md. 

4. Ordnance Assembly Piant, Edgewood, Md. 

5. Radford Arsenal, Radford, Va. 


NORTH CENTRAL 

. Badger Ordnance Works, Baraboo, Wisc 

. East Chicago Ordnance Steei Fdy., East Chicago, Ind. 
. Joliet Arsenal, Joliet, Ill. 

Kingsbury Ordnance Plant, La Porte, Ind. 

Twin Cities Arsenal, New Brighton, Minn. 

Wabash River Ordnance Works, Newport, Ind. 


HIO RIVER 

. Coraopolis Ordnance Stee! Foundry, Coraopolis, Pa. 
indiana Arsenal, Charlestown, Ind. 

Jefferson Proving Ground, Madison, Ind. 

. Lima Ordnance Steel Foundry, Lima, Ohio 

. Marshall Plant, New Martinsville, W. Va. 

. Ravenna Arsenal, Apco, Ohio 

. Ridgewood Ordnance Plant, Cincinnati, Ohio 


SOUTH ATLANTIC 
. Alabama Ordnance Works, Childersburg, Ala. 
. Holston Ordnance Works, Kingsport, Tenn 
. Milan Arsenal, Milan, Tenn 
. Phosphate Development Works, Sheffield, Ala 
. Volunteer Ordnance Works, Tyner, Tenn. 


SOUTH PACIFIC 
1. Pacific Ordnance Stee! Foundry, Pittsburg, Calif. 
2. Riverbank Ordnance Piant, Riverbank, Calif 


SOUTHWESTERN 


. Lone Star Ordnance Plant, Texarkana, Texas 
. Longhorn Ordnance Works, Karnack, Texas 

. Louisiana Ordnance Plant, Shreveport, La. 

. Oklahoma Ordnance Works, Pryor, Okla. 

. Pantex Ordnance Piant, Amarillo, Texas 
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The SU-20 
Sensater is 
manufactured 
in seven 
capacities 
from 1,000 to 
20,000 Ibs. 
There's one 
designed to fit 
your need 


Doing things in a big “weigh” in your 
plant ? Most of us are these days. 
Whether it’s checking the weight of 
an incoming shipment to be sure 
you're getting your money’s worth — 
or a routine inventory of materials on 
hand—a Martin-Decker Sensater Hook 
Scale does a better job and saves time 
and money. A Sensater cuts the work 
in half. Lift and weigh in one easy 
operation. No time consuming moves 
to and from stationary scales to check 
weights. Cut materials-handling costs 
to new lows and make your product 
cost less to manufacture, store, ship 
and receive. Do things in a big 
“weigh”—the easy way witha Martin- 
Decker Sensater Hook Scale on your 
next job. You'll be glad you did! Write 
for free descriptive literature today. 


eae Be! or ee es Tee 





Company 


Title 


Fill out and 





mail this coupon 
for illustrated 





Address 


brochure — 








“Lift and Weigh 
in One Operation.” 





MARTI 
DECKR ER 


industrial Load instruments 


Shes cuue cane GUD GED GD GD uD eae ame 


Write today for free descriptive literature to: 
Martin-Decker Corporation, Dept. AN-1 
3431 Cherry Ave., Long Beach 7, California 





THE “WHIPPET” MARKER 


Have You 


|| @ New Address? 


Automatically dates, codes, or marks production runs of 
cartons, packages, filled bags, boxes, rolls, cans, etc. For 
candy manufacturers, food packers, distillers, oil com- 
panies, etc. Send for free catalogue. 


THE INDUSTRIAL MARKING 
EQUIPMENT COMPANY, INC. 
655 Berriman Street, Brooklyn 8, N.Y., Dept. DR 
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An early notice of change of address ts 
helpful—it is usually necessary to 
have three weeks’ notice. Please in- 
clude the old address and your postal 
zone number and send the informa- 


tion to the Circulation Department, 


DUN’S REVIEW and Modern Industry, 


| 99 Church St., New York 8, N.Y. 
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pect the increase in the higher income 
class and the retired worker group to 
boost sales of their products. 

The majority of the industry spokes- 
men replying to the DR&MI question- 
naire, while in some cases privately 
worried about inflation and high pro- 
duction costs, see increased discretion- 
ary income as the principal spur to 
prosperity in the next ten years. 

“Increased purchasing power of the 
people” will keep the nation prosperous, 
says a livestock feed manufacturer. 
“Simply the continuing trend to higher 
standards of living,” says a dairy com- 
pany executive. 

Continued population growih is the 
factor cited by several others. “More 
people, more demand, more supply,” is 
the way a capital goods sales vice presi- 
dent puts it. “Prosperity results from 
adequate demand: population growth 
must furnish the stimulus,” declares a 
farm equipment manufacturer. 


Productivity problems 


A problem acknowledged by several 
of the industrial concerns is stated by 
William M. North, vice president, Na- 
tional Gypsum Company. “The relative 
decrease in the working age group is 
forcing a greater demand for increased 
productivity per worker,” he says. It 
has been estimated that the demand for 
goods will increase by 40 per cent by 
1965, but the labor force available will 
not increase more than 13 per cent. 

One of several who increased 
technology and research as vital to eco- 
nomic health is G. M. Foster, secretary 
of Standard Oil of California, who com- 
ments: “Continued emphasis on re- 
search and more emphasis on basic edu- 
cation may spur technological develop- 
ment and discoveries leading to new 
products and improved productivity.” 

A top executive of another oil com- 
pany presents this interesting viewpoint: 


see 


Recent stress on the nation’s education 
program raises the probability that our 
expanded population will be both more 
highly trained occupationally, and there- 
fore more productive, and better educat- 
ed, and therefore more selective in con- 
sumption. These two developments, of 
course, go hand in hand. The upgrading in 
tastes will mean greater and more diversi- 
fied demand for goods and services which 
will be supplied through expanded produc- 
tion. An upgrading in housing and conse- 
quent continued expansion of urbanized 
areas is virtually assured. This has obvious 
promise for expansion of petroleum mar- 
kets in transportation and home heating. 
It would appear that, whatever they 
have to sell and whatever their prob- 
lems in getting it to market may be, 
American manufacturers are alert to 
the opportunity to serve many more 
millions of Americans and are working 
now to nail down their corner of the 
big 1965 market. END 


and Modern Industry 
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bg Ou T j i ’ 0 4 : @ One of the benefits of the recent re- 


: be . | cession is the increased efficiency and 
lron-Grip® , Tt bem = productivity observable from. several 
* St a i> vantage points. Many concerns, prepar- 

fee e Ving | Ao tee Be LD Wiad ing to enlarge budgets in 1959 for fac- 
CHEST OE. oe & tory equipment, research, marketing 

oo + ; ” . . 5S: 
with the exclusive stud 3 te B 1 abide Rte Re and advertising, are making sure sales 


Exclusive steel stud permits 600 faster shelf DSREE@= ie OR) Bio: gains more than cover expense items. 
adjustment on 114” centers without nuts, bolts = Sp ee Not only has increased productivity 
or tools. The more you load the shelf the — . : 
tighter it grips, yet shelf may be moved easily. 





been noted on the production lines, but 
: a there has been a tightening of the execu- 
Equipto lIron-grip Shelving is immediately : Ya. . ; ig og ening of the execu 
available from stock in all sizes, either open or f a § tive belt, indicating a healthier aware- 
ames, with hed —— “ee pag a ve : | Se. ness of responsibility on all manage- 
rawers or label holders. See your Equipto a | . . —_ » fartheominn apticie 
distributor or write for complete reference , | ~s ment levels. In a forthcoming article, 
manual No. 485. “a. 1 we iB SS) Ken Henry, our Executive Methods 
Sy ae OS Editor, reports how many companies 
Stud eliminates clips, XK ~~. are evaluating the capacity of the men 
nuts, bolts and tools ‘ Se. ab — : at management controls. It is a case 
A slope in the keyhole , ‘Slay “i. =e history study reflecting the thinking, 
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the stud to form the tight- : , | i planning, and action of hundreds of 
est and strongest of grips. we | A ™“ -- large corporations. 
An exclusive Equipto : - 
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@ Management's job for 1959 is to man- 

660 Prairie Ave. « Aurora illinois age, not to drift, to lead rather than 
. ° : 

’ follow, to risk something new rather 


Manufacturer of World's Finest Steel Shelving - Slotted than play safe with the old catalog of 


le - Bins - Drawer Units - Lockers - Carts - Benches. : 
a products, services, and ideas. How this 


goal can be attained is examined in an 


CUSTOM BUILT ARE YOUR PAPERS integrated group of articles to appear 
in the December issue of DR&MI. The 

CASES PLAYING... Presidents’ Panel will present a digest 
of ideas, opinions, and projections 


voiced by some of America’s largest pro- 
for : ducers of goods and services, with spe- 
your »s cial emphasis on the profit margin out- 
business . y look and measures to be taken to im- 

: prove it. Horace Sheldon will look ahead 
at the labor horizon and study the 
prospects for a moderate or tough atti- 
tude by union leaders on wage hikes. . 
Joseph Slevin, from his strategic posi- 
tion on Capitol Hill, will survey the na- 


2 , > Ye HIDE AND CEEK ? tional economic scene with special at- 
MY ~~ 3 j tention to legislative influences. 
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118 DUNN'S REVIEW and Modern Industry 
































Good earnings for the telephone company have 


a way of being good for the customer, too 


Everybody has problems. One of ours 1s 
the rather widespread belief that the sure 
way to low telephone rates is to keep the 


company’s earnings as low as possible. 


Attractive as this may seem at the mo- 
ment, it has distinct hazards for the tele- 
phone user. Handcufhng the company limits 
progress and long-range economies, and will 
lead to poorer service at a higher price than 


the customer would otherwise have to pay. 


This fact is receiving increasing recogni- 
tion by the commissions which regulate tele- 
phone rates and earnings. But it 1s not 
something that concerns the commissions 


alone. It needs your understanding, too. 


Regulation can onlv work best in the inter- 
est of all when it 1s free to act in the interest 


of all on the basis of economic facts. 


Authorizing good earnings for the tele- 
phone company requires wisdom and fore- 
sight and sometimes calls for a high degree 
of political courage. Such action, however, 
in the long run will return the greatest value 


to the public. 


Fortunately, from the standpoint of the 
individual telephone user, our increased rate 
needs, where requiré d, are small. ‘They usu- 
ally come to not more than a few cents a day 


on the average customer's bill. 
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Why you need it: The Texaco guide uncov- 
ers a new area where management can effect 
real economies in reduced maintenance costs. 
This is especially important now that decen- 
tralization and generally lower profit margins 
make the profit-and-loss statement the real 
measure of each plant unit's management 


efficiency. 


What it will tell you: With facts like these. 
the Texaco guide shows that organized lubri- 
cation can raise production, extend parts life, 


and cut downtime: 


* A metalworking manufacturer saved 315 man-hours per 


month through more efficient lubrication. 





Neglected area of cost-control- 
opportunity uncovered by NEW BOOK 


Guide to potential 4% profit 
° increase makes Texaco book 
. latest business best seller 










* A major corporation anticipates substantial maintenance sav- 


ings through the services of a lubrication engineer. 


cee eee ee ee ee © © & & & A mill has increased bearing life from 16 to 72 shifts by insti- 
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tuting systematic lubrication that insures the right lubricant for 
each machine. 


How it will help you: Only organized lubrication gives management 
such an opportunity for savings. For example, a 10% reduction in 
maintenance costs through better lubrication methods will increase 
profits up to 4% in the average plant— more than equivalent to a 
4% increase in sales. And Texaco’s new guide shows how it may be done. 


How to get your copy: Simply fill in the coupon, attach it to your 
letterhead, and mail it to The Texas Company, 135 East 42nd Street, 
New York 17, N. Y. 








